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. +. means more business... more satisfied 
customers—with the sustained accuracy and 
low maintenance of BRODIE BiRotor METERS 
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From shore storage, fuel is delivered through Brodie Meters on loading float. Meter, Strainer-Air Eliminator, pump, and 
hose reel are housed in streamlined owner-designed cabinet. Extension and swivel adaptor make Counter visible from any 


loading point. 


On Balboa Island in Newport Harbor, Union Oil 
Company of California delivers fuel to pleasure 
and commercial craft through Brodie BiRotor 
Meters. Management, operators and boat owners 
find these outstanding advantages: 

1—Meter capacities to 60 gpm allow even the 
largest tanks to be filled quickly. 

2—Large easy-to-read Brodimatic counters with 
swivel adaptors can face any point of delivery so 
operators and owners can see exact gallonage. 


3—Sustained accuracy of BiRotor Meters assures 
correct billing and inventory records. 
4—Low maintenance means uninterrupted oper- 
ation and minimum overhead. There are just two 
moving parts with no metal-to-metal contact in 
the measuring chamber to cause wear or repair, 
complete accessibility for inspection or service. 
Whatever your metering requirements, consult 
your Brodie Metering Specialist—as near as your 
telephone. 


Bro 


RALPH N. BRODIE COMPANY - San Leandro, California, U.S.A. 


MT. VERNON, WN. Y. DALLAS 7, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. 
550 Se. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, il. 221 9th Ave. N. 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES IN ALL 


LOS ANGELES 22, CALIF. 
5401 Sheila Street 
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Beautiful way to use your car... 


A car is a good thing to do a lot of jobs with. 


It’ll take you to railroad stations, to super- 
markets, to bridge games and hairdressers and 
veterinarians. 

But don’t tie it down just to jobs like that. It 
can do so much more for you. Let it. 

Just get in it and go. 

Go to a waterfall, or a picnic tree in a wooded 
place. Or to a lake in the summer sunset or the 
top of a snowy mountain. Or to a flower bed in 
the middle of a forest. 


Go somewhere and be with beauty for awhile. 
Your car is the only way you can do it right. 


There are over 200,000 service station men 
ready to help you wherever you drive. Know- 
ing that trained, experienced help is as near 
as the next service station makes motoring a 
carefree pleasure. 


ETHYL CORPORATION 
New York 17, N. Y. 
Manufacturers of “Ethyl” antiknock 
compound—used by oil companies 
everywhere to improve their gasolines 


DRIVE MORE—IT’S FUN FOR THE WHOLE FAMILY 


promotes 





ETHYL's new advertising expands 
the market for petroleum products .. . 


The peaceful scene in the advertisement on the previous page sets 
the mood for Ethyl’s new ‘Drive More’’ series, beginning this 
month and running all through the Fall. 


This new advertising encourages the American motorist to use 
the family car more often, for increased pleasure and recreation. 
And it carries this message to millions of car owners through the 
pages of SATURDAY EVENING POST, LOOK, READER’S 
DIGEST, and SUNSET. 


The new series is part of Ethyl’s continuing market expansion 
program. 


ETHYL CORPORATION new york 17, n. y. 





You get a 
balanced program 
with a DUNLOP 
franchise 


To a man... Petroleum Marketers who sell the Dunlop 
line will tell you that a Dunlop Franchise is the SUREST 
way to build volume tire sales. 


That’s because Dunlop’s entire Petroleum Marketers’ Pro- 
gram is balanced and coordinated to help you produce 
maximum sales and profits. In fact, from research... 
through manufacture and distribution...to national and 
local advertising ...to sales, Dunlop puts major emphasis 
and full support behind each and every factor leading to 
PROFITABLE sales. Right down the line, Dunlop’s effort 
and assistance are “balanced” to provide steady, year- 
round sales... strong, steady growth for the Petroleum 
Marketer selling Dunlop. 


LZ 
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Tire balance, too, plays an important part in sales. Backing 
the dealer program is the freshest, most powerful national 
advertising campaign in the industry today...“Safer, BET- 
TER-BALANCED Tires Through Atomic AccuRay.” 
Based on fact, not fancy, it’s sweeping the country, exciting 
consumer interest...turning tire prospects into Dunlop 
customers. As a result...Dunlop Dealers are well on their 


way to their BIGGEST sales year. 


Look into the Dunlop Franchise...see how Dunlop’s 
modern merchandising policies are tailormade to fit 
YOUR local operating conditions. There’s MORE for 
YOU in a Dunlop Franchise. 


You're always a STEP AHEAD with PTT WT EL.OP 


DUNLOP TIRE and RUBBER CORPORATION, BUFFALO 5, N. Y. 
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NO. 581-C 
PRECISION GROUND AND LAPPED 
FOR LEAK-PROOF SHUT-OFF 
100% AIR TESTED FOR POROSITY 
AND TIGHT SEATING 
“KING” SIZED STUFFING BOXES 
: FOR LONGER PACKING LIFE 
NO. 125-6S 


NON-RESTRICTED FLOW FOR LOW 
PRESSURE DROP 
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MOBI IL os Woes Fastest BOAT — 


DONALD CAMPBELL'S BLUEBIRD HOLDS 


; COO 47 hae WORLD'S UNRESTRICTED WATER SPEED 
/ \\ | Ss t © ' zs RECORD — 225.6 MPH. THIS 2/2-TON CRAFT 
“adicmmesate St = IS POWERED BY A JET UNIT THAT DEVELOPS 
4,000 LBS. THRUST. THE BLUEBIRD IS FUELED 
WITH MOBIL GAS TURBINE FUEL... 


PROTECTED WITH MOBILO 














WYorip's TOUGHEST UPHILL RACE — 
THE PIKE'S PEAK HILLCLIMB TWISTS AND WINDS 
14,109 FL UP THIS FAMOUS MOUNTAIN. 
_ 1956 WINNER, ROBERT UNSER, SETA NEW 
‘COURSE RECORD... REACHED THE CREST IN 
14MIN. 27 SEC. HE CHOSE MOBILOIL 
PROTECTION FOR HIS CAR 





Ir it’s the fastest . . . if it’s the first of its kind .. . if 
it’s the largest ever built—if it needs the finest lubrication 
protection—then the chances are it’s lubricated by Mobil. 
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SOCONY MOBIL OIL CO., INC., ana Affiliates: MAGNOLIA PETROLEUM CO., GENERAL PETROLEUM CORP. 

NEW YORK 17, N. Y.—150 H. 42nd St, + CHICAGO 5, ILLINOIS—69 E. Van Buren St. « BALTIMORE 18, MARYLAND—1014 North Charles St. + MILWAUKEE 1. 

WISCONSIN—007 South First &. + KANSAS CITY 13, MISSOURI—@ rit Grand Aves,» DETROET 33, MICHIGAN—908, Weet Grand Bird ¢ ST, LOUIS 8 MiseOORE 

4140 Lindell Blvd. * DALLAS 1, TEXAS—Magnolis Petroleum Co., Magnolia Building » LOS ANGELES 64, Petroleum Corp., 612 8. Flower 8t., 
Socony Mobil maintains many ether conveniently located service vervice offices to give you close and fast cooperation 
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Behind Our Headlines 


Who's the Consignee? 


FF MANY YEARS, the consignees have been a large, 
unknown segment of oil marketing. That is no longer 
true; and the knowledge about them turned up by a new 
survey may be useful to you — whether you’re a major 
company representative, a jobber or a consignee. 

As a comprehensive survey shows, the consignee is a 
substantial citizen, with a more important operation than 
had been generally realized. The survey is the first com- 
prehensive one made of that segment. Starting on page 
112 are the results, which will give you a good look at 
this businessman. 

If you do business with consignees as a major company 
representative, you may find this broad information en- 
lightening. If you’re a jobber or a consignee, you may 
want to see how you compare with the median consignees 
described in the article. 

The survey was carried out by Erdos and Morgan, a 
New York research firm, at a cost of some $25,000 to the 
American Petroleum Institute. At a recent meeting, API 
presented the findings and data in a massive tabular report 
and a detailed analysis. 

We prepared our article from that material. We don’t 
pretend it is exclusive, but unless you get the actual tables 
and API analysis, you won't find such a through report 
anywhere else in the country. 

This is an example of another NPN service calculated 
to give readers information they’re not likely to obtain 
elsewhere. 


FACTBOOK: It's a Sellout 


ie YEAR since we started the FACTBOOK in 1955, 
it’s been a sellout. This time the supply was exhausted 
two weeks after it came off the press, even though we 
ordered more than ever before. 

We're sorry we can’t get additional copies for those of 
you who have written in since we ran out. 

If you do have one, hang on to it. It’s rare — and 
probably more valuable than you think. 


FRANK BREESE, Editor 
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In Neptune Remote Control System, control 


valve at rack opens automatically when ticket is at Metropolitan Petroleum’s new Bronx Bulk Plant eee 


7. NO WANTING, NO WRITING, NO RUNNING 


sdiisidnn ognnee ts alan ioe Sed os with Red Seal Remote Control Metering 


meters are 18 years old, still highly accurate. 


Smooth, fast flow of dealers’ trucks through 12 loading bays is 
handled by one man in this modern, automatic bulk plant. Aided by 


Neptune Remote Control Meters, the dispatcher stays inside the 
office, with complete control over every delivery. 

The 12 registers in the office are accurately synchronized with the 
rack meters. When a truck rolls into a bay, the dispatcher “prints in” 
a ticket in the proper office register. This automatically opens a 
Neptune control valve at that bay. No product can be drawn until 
this is done. The action of “printing out” the ticket closes the valve 
again. On his way out, the driver stops at the office just long enough 
to sign the ticket. 

There’s more to this story: All of these Red Seals were salvaged 
from Metropolitan's old plant and are up to 18 years old. Instead 
of wearing out, they have mellowed into a condition of extremely 
stable accuracy. Now part of a system as modern as tomorrow, 
they’re good for decades more of accurate, dependable service. 


NEPTUNE METER COMPANY 
19 WEST SOTH STREET * NEW YORK 20, N. Y. 





Wide-open run-ways speed traffic. 12 light-fuel ; ts 
bays are at this end; 16 bunker bays are at far a ee Pin. $s nabs 
end. In background is tanker unloading at — 


terminal. t 








How Neptune Meters make money and save for others: 


Halstead Oil Company trucks have interesting dual meter 
rig. In right side of compartment is 2” Auto-Stop fuel-oil 
meter, pump and reel combination. In left rear compart- 
ment is 3’ Red Seal compact with 3” piping for fast gravity 
delivery of gasoline. Halstead bought first Red Seal in 1945. 


Red Seal meter users are backed by a complete local-level 
parts, service and testing program. Meter testing equipment 
like this is strategically located near you. Or you can handle 
your own field repairs simply by exchanging worn or 
damaged units for guaranteed factory-reconditioned units. 


London Oil Company delivers as much as 7,000 gallons per day through 
this 1500-gallon truck equipped with 2’ Red Seal Auto-Stop Print-O-Meter. 
Mr. George E. London, president, says good local service . . . through 
Neptune's Raleigh jobber . . . is important factor in his choice of meter. 


Working at temperatures from 12 below to 109 above, seven Red Seal 
meters at Sinclair's Ft. Madison, lowa, terminal have put through a yearly 
average of 6 million gallons each since Jan. 9, 1950. The meters were 
recently up-dated by adding Print-O-Meter registers, a move made eco- 
nomical by Neptune’s Unit Replacement Plan. 


Shell Oil Company’s terminal at Baltimore, Md., relies on Red Seal bulk 
plant meters for sustained accuracy with low maintenance costs. Nofe 
simplicity of piping hook-up. Red Seal’s double-case design eliminates 
inaccuracies caused by piping stresses. 





B.EGoodrich 


Averages 8 loads a day with 
easier-handling B.F.Goodrich hose 


Goodrich hose, known as Type 82-A, 


I’ your drivers are still mr heavy, 
bulky hose, here’s news for you. 
Today, there's a light, easy-to-handle 
tank truck hose that actually makes it 
possible for drivers to make faster de- 
liveries, more per day. For example, the 
driver pictured above, is averaging 8 
deliveries a day with this improved 
B.F.Goodrich hose on his 1000-gallon 
truck. 

The lightness and flexibility of this 
B.F.Goodrich tank hose is made pos- 
sible by high tensile nylon cord used 
for reinforcement. It’s 20% lighter than 
other hose of the same size. This B. F. 
Goodrich hose can take sharp U-turns, 
or even an O-bend, without flattening 
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to cause shutoffs or slow deliveries. 

Special rubber compounds make the 
tube of the B.F.Goodrich hose com- 
pletely gasoline-proof, eliminate swell- 
ing or flaking. A wire spiral woven into 
the body of the hose acts as a static 

round on the couplings. The hose can 
a dragged over concrete and gravel, or 
through gasoline, oil or grease without 
damaging the tough cover. 

This new lightweight construction 
now makes a 4” size hose really practi- 
cal. One man can unload it, hook it up 
and reload it on the truck without help. 
By using a large size hose, even more 
deliveries can - made each day. 

The improvements in this B.F. 


can help you get faster deliveries, 
reduced operating costs with your 
tank trucks. Your B.F.Goodrich distrib- 
utor can give you more information. 
B.F. Goodrich Industrial Products Com- 
pany, Dept. M-124, Akron 18, Ohio. 


B.E Goodrich 


INDUSTRIAL PRODUCTS 
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Letters 


How to meet private brand competition . .. a note 


about margin problems .. . 
some new angles on hoists 


price cutting? ... 


who's responsible for 


Needed: A ‘fighting’ gasoline 


To THE Epiror: 


Your June Southwest regions col- 
umn, “Why Jobbers Swing to Multi- 
Brands” (page 165), will undoubtedly 
provoke some horse sense thinking 
about one of the most serious prob- 
lems we major branded jobbers are 
facing today. 

Ever since the unbranded refiner 
started adding tetraethyl to his prod- 
uct, we have had a new type of com- 
petition. Although the private or un- 
branded dealer has improved his ser- 
vice, he still is not required to have 
the equipment and facilities to render 
the service required of a major prod- 
uct dealer. 

Gasoline “supermarkets” have 
Friday specials. When the private 
brand jobber’s station hurriedly puts 
out a price sign dropping the price 
of his gasoline on Friday morning, 
he siphons off a large percentage of 
the weekend business. Often, on Mon- 
day morning, Mr. Private Brand 
raises his price back to what is con- 
sidered a normal price differential of 
2¢ per gallon. He has avoided start- 
ing a price war, yet has dealt the 
major brander a body blow. 

The major brand jobber needs to 
be more flexible. His supplier should 
establish a ruling where the jobber 
can wheel and deal about as fast as 
these weekend specialists. 

The major segment seems to think 
there is a greater difference in the 


quality of the merchandise than the 
public does. I do not think the answer | 
lies in major brand jobbers being both 
branded and unbranded operators. 
You can’t be a mule and a horse at the | 
same time. The public would quickly 
recognize we are admitting our inde- 
pendent competitors are smarter 
businessmen than we are. 
Major brand jobbers and dealers 
today need three grades of gasoline. 
But the added line should be a price 
product, and the price should be more | 
competitive than it is today. The major | 
brand supplier has a low price com- | 
petitive motor oil. Why shouldn’t they | 
have it in gasoline? 
Les.LieE R. NEAL 
Leslie Neal & Sons, Inc. 
San Antonio, Tex. 


Jobber Problems 
To THE EpITor: 
It would be hard to rank the job- 
bers problems in a better order than | 
you have done (NPN—June ’57 p 9¢). 
The only point I would take issue 
with would be under the “inadequate 
margin” heading. I would prefer to 
title this problem “inadequate return 
on investment”. The higher margin as 
such is not the complete answer. 
My supplier could help me show a | 
better net by giving me “fringe bene- 
(Continued on page 12) | 
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EVER-TITE 


-the best quality 
QUICK COUPLINGS 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 

>i “ 
Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 


rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


If you want to get 

the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 





Letters 


(Continued from page 11) 


fits” that would reduce my cost of 
operation and, thus, enable me to 
show a better net. The supplier should 
carry a larger part of the advertising 
burden, be prepared to assist jobbers 
secure long term loans at favorable 
interest rates without tying up the 
leases on his stations, furnish more 
assistance in training station opera- 
tors, and many other such things. 

Every time a jobber gets a margin 
increase it puts the unbranded re- 
tailer in a stronger position by in- 
creasing the spread between the buy- 
ing price and the price the jobber 
posts on his pumps. 

While some of the jobber problems 
listed are peculiar to certain sections 
of the country, I don’t think I would 
want to delete one single one. 

D. WORTH JOYNER 
Joyner Oil Co. 
Rocky Mount, N. C. 


To THE EDITOR: 


Your survey carefully examined a 
critical subject. Your report well di- 
rects the efforts of those interested 
in making jobbers more successful. 

We want to congratulate you for 
your interest in probing the cause of 
your readers’ worries and your con- 
structive work to describe them so 
that others might help the jobbers to 
help themselves. 


L. T. WHITE 

Manager, Business Research 
and Education 

Cities Service Petroleum Co., Inc. 

New York 


Who’s Ousting The Jobber? 
To THE EpiTor: 


I take strong exception to the re- 
marks of Dwight F. Benton, vice 
president of sales, Standard Oil Co. 
(Indiana), in “What They're Saying” 
.in the June NPN (p 14). 

This is typical major company prop- 
aganda. They put the onus of price 
cutting on the jobber and/or dealer. 
The truth is that gas price wars are 
started by major companies who have 
too much product or who have a 
score to settle with another major 
who didn’t “play the game”. The 
jobbers are driven to make desperate 
deals to compete with the majors’ 
give-away competition. Jobbers can 
tell of hundreds of deals where they 
couldn’t begin to match the give-away 
tactics of their own brands who are 
in direct competition with them. 

If the majors want to go the route 
of direct delivery, then let them be 
honest enough to say so. Perhaps if 
12 
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they constantly repeat this fairy tale 
that the jobbers are compelling them 
to go into direct delivery, the majors 
will begin to believe the tale them- 
selves. 

In fuel oil, the majors claim that 
it is the dealers who do the price 
cutting. Yet it was the major com- 
panies who first started selling fuel 
oil at tank car to consumers. 


RUSSELL O. BURNS 
Home Fuel Oil Co. 
Ridgewood, N. J. 


Benton was quoted as saying “Some 
jobbers take the margin they legitimately 
have and throw it away.” He went on 
to say the few jobbers who grant un- 
justified dump discounts, unsecured credit, 
and give away pumps or tanks, invite 
direct delivery. 


A Vote for Roll-on Lifts 
To THE EpITor: 


We think the article “What’s the 
Outlook for Frame Contact Lifts?” 
(NPN—June ’57 p 177) is very timely 
and most comprehensive. We made 
our own investigation of the lift sit- 
uation some time ago, and find that 
the article is in agreement with our 
information. 

While we do not pretend to have 
a definite answer, we are one of the 
few who believe that the only pru- 
dent course at this time is to change 
to a roll-on type lift. All of the lift 
manufacturers will shortly hit the 
market with a new low revised type 
roll-on having slightly wider runways 
which will lift foreign as well as 
American cars. Although none of the 
manufacturers have publicized this re- 
vised roll-on, we have seen two ver- 
sions at two different plants, and 
drawings on the others. 

Incidentally, the first paragraph of 
page 180 states, “By contrast, it’s 
impossible to change a tire while the 
car’s on a drive-on lift.” Actually, it 
is impossible only unless a saddle type 
jack is not provided at extra cost. 
Other than this one item, we can see 
no flaw in the article and would like 
to congratulate you on doing such a 
good job of covering the many facets 
of this controversial problem. 

B. B. MURRAY 
Equipment Engineer 
Continental Oil Co. 

Houston 


To THE EDITOR: 

Even on a frame contact lift, when 
the lift is at full height, it puts the 
wheels pretty well up in the air, and 
the man must work at about chest 
level. It also requires the handling of 
heavy wheels at chest level. I suspect, 


in most cases when frame contact 
lifts are used for changing tires the 
lift is raised only partially, enough to 
merely free the wheels, and the lift 
is therefore held at that level by its 
oil pressure. There are no safety de- 
vices that can be engaged when the 
lift is raised only part of its lift travel. 

On a roll-on lift, wheels can be 
disengaged quite readily by the use 
of a pit lift jack. The roll-on lift stays 
in a lowered position and the pit 
level jack merely raises the front or 
back of the car. The rear wheels have 
to be blocked or, by the same token, 
the roll-on lift can be raised enough 
so that the rear flaps serve as the 
blocking. 

It is likewise not uncommon for 
operators to raise the car, place a 
barrel or block properly under the 
axle or axles of the car, lower the 
lift, and have the car wheels free and 
at a workable height off the floor. 

The only operation that can be 
truthfully said to be more easily ac- 
complished on a frame contact lift 
is the rotation of tires or the replace- 
ment of all four wheels. 

Quite generally I have observed 
that operators in the Midwest use 
their floor jacks for tire work except 
for the wheel rotation jobs and do 
not use any kind of a lift. I have 
asked some of them about this and 
discovered the reason is that they 
prefer to have the wheels down near 
the floor where they don’t have to 
lift the heavy tire and wheels any 
more than necessary. 

R. A. NILES 

Manager, Construction Engineering 

Standard Oil Co. (Indiana) 
Chicago 


To THE EpiTor: 

We shall follow any reaction from 
the trade, after it has had an op- 
portunity to be read generally, with 
a great deal of interest. 

HOUSTON BROWN 
President 
Joyce-Cridland Co. 
Dayton, Ohio 


What's Your Opinion? 





We'd like to know. Send 
your comments, criticism, 
suggestions to: Editor, 
National Petroleum News, 
330 W. 42nd St., New 
York 36, N.Y. 
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shows you how to achieve that “new look’... 


with architectural 
porcelain enamel 





If your stations have a dated look, here is the 
Ke [tol ace han comets (1314-1 -relui te 
ing, colorful porcelain enamel pylon. Engineered 
~ to your specifications, these Avoncraft pylons are 
executed in your company colors to bear your 
insignia — colorfully bright by. day, lighted by 
night. They may be mounted on your existing 
Sohilelarwe) mi lnicelg ololgehi-to Mi lalcoMia(-meo(-stie[ake) moll cral-ay) 


Avoncraft “package” stations. For full details, 





CONTCCE « .:. 





architectural products 


AVONDALE MARINE WAYS, INC. 
P.O. Box 1030, New Orleans 8, La. 
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P. L. FLemine, owner of Brooks 
Service Station Inc. 


THIS NATIONAL FULL-SHELF SYSTEM provides complete cash and inven- 
tory control, posts charge transactions at time of sale. 


service station. 


A NATIONAL System has increased the efficiency of this modern 


“My Clalional Full-Shelf System 


saves me'2,600 a year... 


pays for itself every 11 months !” 


—Brooks Service Station Inc., Kingsport, Tennessee 


‘Losses resulting from ineffective in- 
ventory and labor control were cut- 
ting heavily into our profits until we 
installed a National Full-Shelf 
System,” writes P. L. Fleming, owner 
of Brooks Service Station Inc. “Our 
National System makes great savings 
for us by giving us complete control 
over all phases of our business! 
“Because we operate around the 
clock, regular cash and inventory 
checks must be made between shifts 
if effective control is to be maintained. 
Our National System classifies sales 
according to departments, making it 
possible for us to check eight gas 


pumps in only three minutes, and oil 
in less than five minutes. We check 
other items—tires, batteries, acces- 
sories—only once daily, yet our Na- 
tional’s locked-in audit tape enables 
us to locate shortages immediately. 

“Our National has solved the prob- 
lem of labor control for us, too. Now 
a labor ticket is required for every job 
and must be certified on the register. 
All in all our National System saves 
us at least $2,650 a year, pays for 
itself every 11 months!’’ 


Sh Meming 


owner of Brooks Service Station Inc. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


14 


Your service station, too, can benefit from 
the time- and money-saving features of a 
National System. Nationals quickly repay 
their original cost through savings, then 
return a regular yearly profit. For complete 
information, call your nearby National rep- 
resentative today. Y ou’ ll find 


him listed in the yellow pages ae 
of your phone book. 
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Money-Making Ideas 


Summer tip: Keep those seat belts moving . . . how 


to pick a lube job prospect . . 


. Mirror, mirror on 


the wall, who's got the biggest sales of all? 


$hady $pot $purs $ales 


TALK ABOUT customer comfort! At 
Keith Buchi’s Salt Lake City Mobil 
station, motorists can wait for lube 
jobs in an easy chair shaded by a 
beach umbrella. Buchi checks for other 
service needs while cars are on the 
hoist, finds comfortable customers are 
also receptive buyers when it comes 
to making extra sales. 


$ 


VACATIONING MOTORISTS are 
ripe for seat belt sales. But they 
probably won’t ask about them unless 
your dealers use station signs adver- 
tising installation. This is an untapped 
market that you and your dealers can 
make the most of—if you do a little 
promotion. 


$ 


Do your dealers give “ready-to-roil” 
service? Because Lovelock, Nev., is 
a stopping place for lots of tourists, 
Mobil dealer Bob Rix specializes in 
car washing and lubrication from 5 
p.m. to midnight. A study of tourists’ 
habits showed they like to have 
their cars set to go first thing each 
morning. By promoting his ready-to- 
roll service through motels, Rix has 
added a good hunk of tourist volume. 


Here’s a quick way to solicit lube 
jobs. When checking motor oil it’s 
easy to note if there is an accumula- 
tion of grease and dirt around the 
plug in the steering gear housing. 
That’s a sure sign it hasn’t been 
checked in a long time. An offer to 
check it often leads to a complete 
lube job. 

$ 


Leonard Refineries of Alma, Mich., 
is putting up $4,000 in cash prizes 
for photos of Michigan scenery, land- 
marks and historical sites. Contestants 
must be over 14 years old, and they 
have to get an official entry blank 
at a Leonard station. The cash will 
be split among 220 winners. 


$ 


If you really want to spruce up 
your rest rooms, equip them with full- 
length mirrors. You can probably 
get a bulk order price of under $5 
each. For an extra fillip, put a pin- 
cushion and a supply of straight and 
safety pins in the ladies’ room. 


$ 


Not many motorists know whether 
their turn signals, tail lights and brake 
lights are working. They'll be glad to 
have someone check them. Dealers 
can make an easy profit on checking 
and aligning headlights if they’ve got 
one of the new aiming devices. 


$ 


Are your dealers inclined to brush 


off drivers of older cars as poor pros- | 


‘National 
Petroleum 
News 

is full of 
‘Money- 
Making 
IDEAS 





for alert 





oil marketers 


The IDEAS that make 


news in oil marketing 
% 


Better method IDEAS 


| for petroleum storage, 





transportation and 


| merchandising 


pects for extras? Tell them about the | 


seat cover sale made at a Billups | 


station in Baton Rouge. The owner 
of a seven-year-old convertible with 


a badly tattered top admired a set | 


of seat covers and was persuaded to 
have them installed. He was so taken 
with the improved appearance that he 


thought the new covers ought to have | 


Better management IDEAS 
| you can apply to your 


own operations 


some protection. The station operator | 


promptly sold him a second set of 
clear plastic seat covers to go over the 
first set. 
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See for yourself, in this one issue alone, 


| how NPN can help you help yourself 


15 





OPW MANHOLES 
AND WATER-TIGHT 
FLUSH FILL BOXES 


EQUIPPED with BRASS 
IDENTIFICATION PLATES 
_. AT NO EXTRA COST 


te 


SPEED 
DELIVERIES 


Bet 


No. 126-A 


No. 304 


with 2 Brass 
Identification Plates 


facade SE 


gH: s 


No. 308 


Write today for the latest information on all 
types of OPW Manholes and Water-Tight Fill 
Boxes. There’s a size and type for any desired 
installation. 

Sturdy cast iron bodies and cast iron or bronze 
covers withstand years of heavy constant drive- 
way traffic. Water-tight seal keeps fill cap and 
pipe free for immediate filling—no delays, no 
hazards, quick opening and easy secure closing. 


OPW CORPORATION 


2735 Colerain Avenue © Cincinnati 25, Ohio 
Kirby 1-5400 





What They’re Saying 


’ 


About looking at divorcement through rose-tinted 


glasses . . 


. Squeezing the last dollar out of dry 


stations .. . tearing down marketing fences 


ve Any dealer who thinks divorce- 
1ent would give him a chance to buy 
4 service station at a bargain price is 
just kidding himself. He’s probably 
going to have the unappetizing choice 
of being a paid operator for a well- 
heeled syndicate which outbids him 
for the station, or of going out and 
finding another station for himself. 
For dealers who already own and op- 
erate their own stations, divorcement 
would mean nothing except rugged 
chain-store type of competition.” 
John A. Miller, general manager, mar- 
keting, Esso Standard Oil Co. 


6¢ A small percentage of marginal re- 
tail outlets can give a black eye to the 
whole service station business. The 
urgency of attracting good men by 
good opportunities is far greater than 
. . . trying to get the last drop of ques- 
tionable sales volume out of outlets 
which are no longer economic.” Ver- 
non A. Bellman, director of domestic 
marketing, Socony Mobil Oil Co. be- 
fore Empire State Petroleum Assn. 


6¢ You men [jobbers and distributors] 
are in a wonderful position to try out 
new ideas and determine their effec- 
tiveness while your larger competitors 
are still ‘studying the situation.’ Natu- 
rally, you are going to pick a few 
lemons in the process, but if a new 
idea or method clicks, you get a jump 
on the field that can make you very 
hard to catch.” Vernon Bellman, di- 
rector of domestic marketing, Socony 
Mobil Oil Co. 


6¢ Sometimes scientists get off the 
beaten track. Frankly, I’m more con- 
cerned about tetraethyl lead being 
tossed from the auto exhausts than I 
am about the present rate of fall-out 
from nuclear bomb testing.” Dr. Nor- 
man Hilberry, director, Argonne Na- 
tional Laboratory 


6¢New home appliances could well 
be developed that would use heating 
oil. It is not impossible to think of 
oil-powered clothes dryers and incin- 
erators. Actually, research on such 
equipment is progressing at a rapid 
rate.” B. L. Ray, vice president, Esso 
Standard Oil Co. 


The simple fact that we recognize 
the grave dangers of government regu- 
lation is no safeguard against it. I 
have heard some oilmen pass off gov- 
ernment hearings about our marketing 
practices as nothing more than politi- 
cal drum-beating. Some hearings have 
little substance; others deal with very 
real problems; and the majority, I sup- 
pose, fall somewhere in between. But 
whatever the case may be, we ought 
to have the good sense to realize that 
their outcome could be disastrous.” 
George D. McDaniel, assistant to mar- 
keting director, Socony Mobil Oil Co., 
before Virginia Oii Men’s Assn. 


€¢ It’s just stupid business to waste 
valuable human talent on poor retail 
facilities. It takes a little guts to aban- 
don an unsatisfactory station because 
it usually results in a temporary loss 
of volume. But if the sales manager 
takes the time formerly spent on poor 
outlets and devotes it to his good out- 
lets, he ought to be able to more than 
recapture whatever volume he lost.” 
George D. McDaniel, assistant to the 
marketing director, Socony Mobil Oil 
Co. 


C6 It is going to be necessary to con- 
vince the presidents, chairmen of the 
boards, and directors that unrestricted 
refinery runs are the basic cause of 
most intra-industry friction; that over- 
building of stations, ridiculously low 
commercial account discounts, insuf- 
ficient earnings of the jobbers, com- 
mission agents and dealers, price wars, 
etc., are mainly the end result of pro- 
ducing more products than can be 
consumed.” Clint Elliott, president, 
National Oil Jobbers Council, before 
NOJC convention. 


Git might be better to describe our 
present monetary policy as One aimed 
at maintaining price stability and the 
purchasing power of the dollar rather 
than one of tight money.” Glenn M. 
Forgan, vice president, First Na- 
tional Bank of Chicago, before Texas 
Independent Producers & Royalty 
Owners Assn. convention. 
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NOW—a premium hose 
for the 
hew premium gasolines 


T’s the new Style WWC Gasoline Pump Hose by 
Goodyear. And it’s one hose that’s especially 
designed and constructed to handle all types of 
gasoline—including the newest premium grades 
with their powerful new additives. For its tube is 
made of CHEMIGUM—the highly oil-resistant syn- 
thetic rubber developed exclusively by Goodyear. 


You'll find this new hose far easier to handle, too. 
A special kind of wire reinforcement makes it so 
flexible it always drapes—without twisting—on 
the pumps. On reel types, it always operates 
smoothly. And you get this unusual flexibility 
even in sub-zero weather. 


| GOODYEAR INDUSTRIAL PRODUCTS 
Style WWC Gasoline Pump Hose 


forcement with static 
bonding withstands 
crushing, pulling 
and tugging 


| Cc Scuff- and weather-resistant cover will not mark ot mar 


And there are a lot more of these Goodyear qual- 
ity features: A cover of super-tough tread stock 
to shrug off rough handling. Static-bonding for 
complete safety. And, of course, Underwriters’ 
approval. , 


So—when it comes to the new super-gasolines— 
here’s the super-hose you can be sure will do the 
job. And it’s only one of the many types of quality 
oil marketing and distributing hose by Goodyear. 
For details on any one of them, see your Goodyear 
Distributor. Or write: 
Goodyear, Industrial Products Division, 
Akron 16, Ohio. 


GOOD, YEAR 


THE GREATEST NAME IN RUBBER 
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NEWLIHINKING 


‘(200) 


TOTAL GALLONS 


PRICE PER GALLON 


(oO) (6) @) 


‘sarclel-mehky 
VEEDER-ROOT 


Lite is made easier for the man at the pump (and his 
customer, too). . . by this improved Veeder-Root 
Computer that has more skills built into it. Look at these 
features: Faster, easier resetting with controlled reset 
cycle ... Fewer parts for easier, faster maintenance 

. .. More protection for totalizers . . . Larger figures 
and improved lighting for easier reading. All these 
improvements are proof of Veeder-Root’s continuous 
effort to make the ‘‘Head for Figures’’ more easy 

to use and maintain. 


Watch for more news from Veeder-Root . . . where the 
objective of every working day is to help the gasoline 
pump industry render better, more dependable service., 
to service stations and their customers. 


VEEDER-ROOT INCORPORATED 


Hartford, Conn. « Greenville, S. C. 
Chicago * New York * Los Angeles 


San Francisco * Montreal 7, : \ 
Offices ond Agents in Principal Cities = ih ip 


EEDER-Feoot 


“THE NAME, THAT COUNTS” 
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Laboratory-controlled cooling systems test antifreeze under simulated driving conditions. 


Dow reports on your company’s brand of antifreeze 


A good antifreeze formulation has to stand up under temper- 
atures ranging from 60° below to 240° above. That’s one 
reason your company spends literally thousands of hours 
testing, testing, testing—often under actual winter driving 
conditions. 

To make doubly sure, your company also has its antifreeze 
tested by outside research laboratories. In the simulated 
engine run shown above, antifreeze is circulated for 1,000 
hours, and then Dow technicians measure the corrosive 


effects on different types of metals used in radiators. 
After the results of this test and many others are fully 
analyzed, your company’s antifreeze is finally ready for 
marketing. Both you and your customers can depend on its 
high quality, just as you depend on the other products in 
your company’s line. 

It’s good business to sell one family of fine products, all 
backed by your company’s name. Order your company’s 
brand of antifreeze now. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 





l PERMANENTLY-ATTACHED 2 CONTINUING ECONOMY 


HOSE COUPLINGS COST 
LESS than re-attachable 
couplings. Modern hose is 
of such good quality, lasts 
so long, by the time hose 
needs replacing so do 
re-attachable couplings. 


WITH PERMANENTLY- 
ATTACHED COUPLINGS. 

You do away with hidden 
expenses involved in 
reconditioning re-attachable 
couplings. No time lost, less 


paper work, no shipping, etc. 


MCASOWS 


why 


pe PLC ntly- 


attached 


COUPLINGS 


3 MACHINE-ATTACHED FOR 
PRECISION FITTING AND 
FULL FLOW. You get a 
permanently fitted 

coupling every time... 
there’s never a chance of 
possible costly damage 

to hose. 


Heady 
AY, tte iy 


SEV VTCE, 


4 LEAK-PROOF WITH 
FULL-FLOW 

DIAMETER INSIDE. Scovill 
permanently-attached 
couplings are made 

from solid brass forgings 
with ductile copper-alloy 
flow tubes. 


SCOVILL 








ee that...have...increased...sales! 


Above are a few of the packaging and merchandising ideas that have 
helped leading TBA marketers increase sales. The Jdeas are the resu’ 

of Thermoid’s specialized marketing and merchandising experience. 
The Products are “naturals” for TBA. Thermoid top-quality Fan Belts 
and Hose are easily installed, functional, expendable and profitable! 


We would like to show you how we can help you increase your sales 


hermol 


Thermoid Company . .. Special Sales Division, Trenton, N.J. 
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Look to Leland first for your motor needs. 


LELAND | 


Handle hazardous volatiles safely, surely Throughout the Petroleum Industry 


For Oil Field, Refinery, and Bulk Plant Pumping 


Integral HP, 
Explosion-Proof, 

Fan Cooled, Range 1 HP 
through 5 HP, 60 Cycle, 
220/440 Volts Polyphase, 
or 115/230 Volts 

Single Phase, 3450, 
1725, and 1140 RPM 


Explosion-Proof — 

Class 1, Group D 
illustrated —5 HP— 

215 Reframe Polyphase — 
1725 RPM 


For Powering Hose Reels on Trucks Transporting or 
Delivering Gasoline, Fuel Oils, or Chemicals; and on Fire trucks, 
Aircraft refueling trucks, Crash trucks, etc. 


Powerful —6, 12, or 

24 Volt—Direct Current, 
Compound Wound — 

860 RPM, Ratings 4% — 
¥4—i% —% Horsepower; 
Special designs include 
custom flanges, lugs, 

double shaft extensions, etc. 


Explosion-Proof —Class |, Group D 
Illustrated —% HP, 
Standard Base Mounted 


Leland’s Outstanding Submersible 
Explosion-Proof Pump Motor 


Underwriters’ Listed-Class |, Group D— 
Eliminates vapor lock by pushing 
high octane gasoline from tank to 
destal pumps. Overcomes 

igh altitude — hot driveways — 
long delivery line problems 
while serving 4 to 8 pedestals 
in today’s modern filling stations, 


And for non-hazardous areas. 


Leland open drip-proof and 

stendard enclosed motors drive 
compressors, pumps, and a 

variety of other equipment. 
illustrated — Polyphase 184 Reframe 


Enclosed Fan Cooled 
1% HP—1725 RPM 


LAND 
"MOTORS 


For Transfer, Storage Facilities, and Additive 
Pumping .Requirements 


Vertical Centrifugal Pump Motor ~ 
Fractional and Integral HP— 
3450 RPM— 220/440 Volts 
Polyphase, or 115/230 Volts 
Single Phase 


Explosion-Proof—Class I, aa D 
Illustrated—14 HP, 3450 RPM— 
Repulsion Start, 

Induction Run Motor 


Famous Leland Curb Gasoline Pump Motor — 
World’s leader for over 30 years 


Furnished Single Phase, 
Polyphase, or Direct Current; 
with or without switch and 
thermal; % through % HP— 
1725 RPM—60 Cycle— 
115/230 Volt Single Phase, 
220 Volt Polyphase, 32, 115, or 
230 Volts Direct Current. 
Explosion-Proof —Class |, Group D 
Illustrated —56 Frame, 
Capacitor-Start, 

Induction-Run Motor 


Liquefied Petroleum Gases, too! 


—Leland’s explosion-proof 
motors are used for movement 
or delivery of Butane, 
Propane —or Anhydrous 
Ammonia. Illustrated 
construction permits integral 
mounting of customer’s pump. 


184 Reframe — 
1% HP—1725 RPM. 


m= THE LELAND ELECTRIC COMPANY 


Dayton 1, Ohio 
Division of AMERICAN MACHINE & FOUNDRY COMPANY 
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AC) SELLING SLANTS OF THE MONTH! 


Check off another PLUS for AC Oil Filters! 








Big New AC 
48-Element, Easy-Access, 
Full-View 


OIL FILTER 
SALES RACK 


e Clean e Compact 
e Sturdy e¢ Convenient 


AC, alert to ideas that help the dealer, has 
developed this new AC Oil Filter element 
rack, It’s an attractive display piece in itself, 
and takes extra display advantage of the 
neat, colorful AC packaging. It’s the answer 
to easy availability of the most-called-for 
filters, and insures the stock being kept clean 
and orderly. It simplifies inventory, too, pre- 
vents running short on a popular type. Ex- 
perts in the service field have cooperated in 
designing this AC rack. You'll want this sales 
and selling help. 


GENERAL 
ORDER NOW 


FROM YOUR AC SUPPLIER! 


AC SPARK PLUG Sp THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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You're looking at the new 


AIR CLEANER 
TESTER 


It’s a Business-Builder! 





Just as the new disposable 

paper air cleaner comes into 

its own as a major replacement 

item, AC engineers present a 

tester that will be a real boon 

in selling. This AC Tester is 

simple to use, simple to under- 

stand. It gives quick, convinc- 

ing, visible evidence when an 

air cleaner needs changing. Put 

it on display and watch it sell 

aaa air cleaners! Use it regularly 

FOR pE ce wil A : norntapsg riya feo a 
A price is $39.95 — low in or 
K ENGINE REPLACE ' such a first-rate sales-maker! 


PER >, Inquire fro AC 
FORMANCE == NEW ea eupplic, 
and ECONOMY... 


GET READY FOR THE BOOMING AIR CLEANER ELEMENT MARKET... 
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8 FAS 


MOVE IN ON THIS 


OUTSTANDING OPPORTUNITY! 
BE AIR CLEANER HEADQUARTERS 


IN YOUR MARKET! 


Get in the air cleaner business now, with the 
AC FM-29 ASSORTMENT 


Here’s the AC assortment of fastest- 
moving paper air cleaners that deal- 
ers have been asking for. This group 
of eight AC Elements gives you maxi- 
mum market coverage at minimum 
cost. You can meet today’s market 
with the AC FM-29 Assortment and 
you have only $17.60 invested. At list, 
your dealer profit is $14.40, plus in- 
stallation charges. 


ORDER NOW FROM YOUR REGULAR © SUPPLIER 


Order the FM-29 Assortment today. 
Remember that more and more cars 
are using the paper-type air cleaner 
as original equipment. The trend is 
that way—and this replacement 
market will certainly be a big profit 
opportunity for dealers who recog- 
nize and prepare for it. Be sure you 
are one of those who are ready to cash 
in on this profit opportunity, 
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T-MOVING AIR CLEANER ELEMENTS 


TYPE AS3C 





AC) SELLING SLANTS OF THE MONTH! 


Here’s a convincing way to sell 
AC Fuel Pumps and increase your profits! 


TELL EVERY CUSTOMER WHY 
HIS FUEL PUMP SHOULD BE CHANGED 


Vor an in gar te 


aden! pump. Tell them, if their 
ears have be driven two or three years, they 





USE THE ORIGINAL : 
AND FINEST FUEL PUMP...ACE _ 


AC originated the fuel pump chosen by automotive 
engineers for the majority of America’s cars. AC : 
Fuel Pumps carry the exclusive Multi-Ply fuel- and 
chemical-resistant diaphragm. That’s extra insurance 
that the AC replacement pump will give the same 
fine performance the original AC Fuel Pump gave. 


MAKE MORE OF BOTH—PROFITS AND FRIENDS! 
FOR STOCK RECOMMENDATIONS ASK YOUR AC SUPPLIER 


AC SPARK PLUG Sp THE ELECTRONICS DIVISION OF GENERAL MOTORS 


NATIONAL PETROLEUM NEWS + August, 1957 





L.P.G. HOSE 


IT FIGURES... 
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U.S. Giant L.P.G. Hose scores high 
with butane-propane dealers 


Above are a few of the many testimonials to this finest of all 
L.P.G. Hose. The main reasons why U.S. Giant® scores so 
high are: 
* It’s constructed with a low-gauge, high-tensile yarn that 
provides the greatest strength along with extreme flexibility. 
¢ The tube and cover are specially compounded to resist 
L.P.G.’s permeating action. 
* The cover is blister-resistant. 
¢ Extra-strong carcass has two built-in wires for positive static 
dissipation. 
¢ Burst-pressures are well above safety standards required by 
any state. 
¢ Complete size range from %” to 3”. 
U.S. Giant L.P.G. Hose is obtainable at any of our 28 Dis- = " , 
trict Sales Offices, at selected distributors, or write us at Note the extreme flexibility and absence of kinking in both 
Rockefeller Center, New York 20, N.Y. tnd ie, U.S, Giant LPG: Howe The male hv 
In Canada, Dominion Rubber Co. Ltd. storage tank during the filling operation. rc 


Mechanical Goods Division 


SEE THINGS YOU NEVER SAW BEFORE. VISIT U.S. RUBBER’S NEW EXHIBIT HALL, ROCKEFELLER CENTER, N.Y. 
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For nearly a half century UOP has been developing and engineering processes for 
more efficient and more economic production of petroleum products and by- 
products. Always of primary concern, too, has been the profitable manufacture 
and marketing of these products by the individual refiner. 


Because of this extensive experience Universal is now able to offer the industry 
the services of a highly qualified marketing and economic research group to help 
refiners, established or potential, plan intelligently for future development. 


This service is comprehensive. It includes such factors as designation of profitable 
markets, sales potentials, organization and installation requirements, plant loca- 
tions, product and by-product determination, facilities and raw material supply, 
manpower and transportation availabilities, financial requirements, projected 
yields . . . a full and careful analysis of all the factors involved in manufacturing 
and marketing petroleum products. The service is available to any refiner, anywhere, 
regardless of the volume or scope of his operation. 


Ki Par ee 


~~,” ~ 











UNIVERSAL OIL PRODUCTS COmPAnY | 


® 30 ALGONQUIN ROAD, DES PLAINES, ILLINOIS, U.S.A. 


More Than Forty Years Of Leadership In Petroleum Refining Technology 
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Sisters 
under the 
skin 


Both created 
economically trom 
identical Butler 
structurals and 
metal panels 


Modern—dramatic—different—this new super service sta- 
tion in Kansas City, Missouri, really shouts for attention. 
Protected service stimulates business, helps counteract the 
foul-weather volume slump. Butler “pre-packaged” con- 
struction provides this new eye-stopper at a cost that makes 
it a good business proposition any way you look at it. 
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That eye-catching super service station —the 
plain, yet highly efficient storage building-—have 
a great deal in common. They were constructed 
in the same way and of the same materials in or- 
der to offer the same economies and advantages. 

Both were built with the Butler Building Sys- 
tem... both used Butler pre-engineered, mass- 
produced structurals and metal panels... and 
both were erected quickly and at a cost lower 
than comparable traditional buildings. 

Now the building you want may be entirely 
different. It may be a traffic stopper of a service 
station with glass, stone and brick walls, it may 
be a simple garage, or a spacious warehouse with 
rows of doors. No matter. The variety of sizes 


and appearances in Butler buildings is virtually 
unlimited. And the same construction and cost 
advantages will always be present. 

Your Butler building will have a fire-safe rigid 
frame and metal roof system that provide 
strength, clear-span interiors and modern cur- 
tain wall construction. Expansion will be easy 
and maintenance costs low. Since erection is fast, 
economical, you tie up less capital for shorter 
periods and get into business sooner. 

For the full story on all Butler advantages and 
how they apply to your building problem — what- 
ever it is —call on your Butler Builder. He’s listed 
under “Buildings” or “Steel Buildings” in the Yel- 
low Pages. Or write us direct. 


BUTLER MANUFACTURING COMPANY 


Nz, prow 


7454 East 13th Street, Kansas City 26, Missouri 


Manufacturers of Buildings + Oil Equipment + Farm Equipment - Dry Cleaners Equipment + Outdoor Advertising Equipment + Custom Fabrication 
Sales offices in Los Angeles and Richmond, Calif. * Houston, Tex. + Rirminaham, Ala. * Atlanta, Ga. * Minneapolis, Minn. * Chicago, Ill. * Detroit, Mich. « Cleveland, Ohio 
New York City and Syracuse, N.Y. * Washington, D. C. + Burlington, Ontario, Canada 


August, 1957 * NATIONAL PETROLEUM NEWS 


31 























rae 


e Button on top of handle 
coritrols motor 


Rh RE es 


e Tripping lever for locking 
or releasing arm 


e 180° swing permits deliveries from 
either side; 5 locking positions 
e Adjustable arm extends from 
14% to 23 in.—fits any size reel 


e Removable pulleys make hose replacement 
easy, without removing nozzle 





Fully adjustable hose guide cuts delivery time, lengthens hose life 


More deliveries per hour! Less wear and tear on hose! 
Guided unwinding and level rewinding! You get all these 
—on new or old trucks—with the Philadelphia Valve 
hose guide! Ball-bearing rollers can be removed to per- 
mit replacement of hose and the symmetrical rollers can 
be inverted to double the life of the flange. Arm swings 
out of the way when traveling, locks in any one of five 
positions when in use. Adjustable arm length permits its 
use on any size reel, guides hose around corners of 
truck. Unit weighs only 14% Ib., withstands a 500-Ib. pull. 

Rugged construction means long life that virtually 
assures freedom from replacement costs. Control wires 
are fully enclosed to prevent cutting by hose. Write to 
us or your distributor for full details. 


PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS 


NORTHEASTERN PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OiL MARKETING EQUIPMENT 
COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF. 
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The time and labor-saving BALCRANK 
AIR LIFT simplifies pumping from original 


in wall batteries. 


<5 AL CRANK at g containers remotely located—or housed 


= 


BALCRANK INC., 
2 Disney Street, 
Cincinnati 9, Ohio 
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a Want more facts and illustrated literature 
on how you can make more money with 
Balcrank Simplified Lubrication Equipment? 

s Address your inquiry to Dept. 187 
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64,000,000 Gallons of Aviation Fuel Consumed Per Year 


FROM BULK PLANT TO TANK TRUCKS TO PLANES...AN ENORMOUS FUEL HANDLING JOB 


Currently it takes a daily average of 175,000 gallons of 
fuel to “gas-up” the ever increasing number of domestic 
and foreign airliners departing from New York Interna- 
tional Airport. The Port of New York Authority operates 
the airport and Allied New York Services, Inc. operates 
(for the Port Authority) the large tank farm and tank 
truck fleet necessary to keep this tremendous refueling 
job operating smoothly around the clock, day-in and 
day-out without interruptions or delays. 


These original eight Marlow self-primers are pumping fuel from 
underground tanks to the first eight loading racks. 
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Self-Priming Centrifugals Do The Job 

Seven years ago the bulk plant was constructed with eight 
30,000 gallon underground tanks and loading stations. 
Specifications for the pumping equipment as written by 
The Port Authority were based on vapor handling ability, 
high capacity, and low maintenance. Self-priming centrif- 
ugals were the only pumps which could fill these desir- 
able specifications, and Marlow pumps were selected 
because they were already proven out on similar jobs. 





The first additions to the original installation, these two Marlows 
have been on the job for over 7 years with little maintenance. 
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These six Marlows were added during the 
second phase of expansion as the plant size 
increased to 16 loading racks. 


A Big Pumping Job 

As the airport traffic swelled, the bulk 
plant expanded. First, six 500,000 
gallon tanks and two 250,000 gallon 
tanks were constructed above ground. 
Later twelve 30,000 gallon tanks were 
installed under ground. In 1955 
another four 220,000 gallon tanks 
were added above ground so that the 
bulk plant now holds 4,880,00v gal- 
lons and has twenty loading stations. 
For each expansion Marlow pumps 
were used. 

These twenty Marlow bulk plant 
pumps handle 90, 100, 108, and 115 
octane aviation gasoline along with 
J. P. 4 and 640 Kerosene jet fuels. 
They load an average of 90 tank trucks 
each day. Pumping high capacities, 
they top off 4,200 gallon refuelers. in 
less than 20 minutes. For tank strip- 
ping, three small Marlow self-primers 


are used. 


High Speed Piane Fueling 
Naturally, the same desirable pump 
features of vapor handling, high 
capacity, and low maintenance were 
needed for the New York International 
Airport tank truck fleet. In the begin- 
ning the Port Authority used Marlow 
engine-driven self-priming centrifugal 
pumps. Later the specifications were 
switched to gear-driven self-priming 
centrifugal pumps operating from the 
tanker’s power-take-off. 

Today, the entire tank truck fleet 
is equipped with gear-driven self- 
priming centrifugal pumps. All told, 
approximately 35 trucks are equipped 
with Marlow pumps and the last 25 
trucks purchased have been equipped 
with Marlow pumps. 


The latest expansion of the airport bulk 
plant includes four 4-inch Marlow Self- 
Priming Centrifugal Pumps. 


ms 


Here are three of the last twenty-five addi- 
tions to the Allied New York Services, Inc. 
tank truck fleet. All twenty-five are equipped 
with Marlow gear-driven self-priming centrif- 
ugal pumps. 


used at New York International Airport on 
tank stripping service, 


This Marlow gear-driven self-primer pumps 
up to 400 GPM. Standard construction in- 
cludes multiple discharge ports which allow 
simple piping of pressure relief bypass in 
addition to the main discharge pipe. 








Seven Years 
of Trouble-Free, 
Low Maintenance Service 


During their entire seven years of 
operation at New York Interna- 
tional Airport, the eight original 
Marlow pumps have required only 
minimum maintenance as have the 
fifteen additional Marlow bulk 
plant pumps. At least one Marlow 
gear-driven self-priming centrifugal 
pump has been in operation for 
over five years. The other thirty- 
five give every indication of follow- 
ing the same satisfactory pattern. 
All of these pumps were obtained 
through Louis M. Barish Co., Inc., 
one of Marlow’s distributors in the 
New York area. 


These same trouble-free pumps are 


available to modernize your bulk — 
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plant as well as reduce your mainte- 
nance problems. For further infor- 
mation, write for Bulletin PM-06. 
For immediate technical help, ask 
for the name of your Marlow dealer 
or look in your local classified 
directory. 


MARLOW PUMPS 
Division of Bell & Gossett Company 
MIDLAND PARK, NEW JERSEY 
Morton Grove, Illinois Longview, Texas 
In Canada: 

PUMPS & SOFTENERS LTD., LONDON, ONT. 
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Tung-Sol standards of lamp manufacture have been more 

than meeting the performance requirements for American 

car-makers for more than half a century. In the renewal 

field, Tung-Sol’s leadership in lamp engineering, in pack- 

aging and sales-aid material helps you maintain lamp 
volume at highest levels. Keep an eye out for 
customers’ lamp needs and push Tung-Sol for 
profit! 





? 
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NEW! FOR 4-HEADLIGHT CARS 
The 5%-inch, 4001 and 4002 12-volt lamps. 4001 has single 
high beam filament..4002 has double (high and low beam) 
filament. 


Special Introductory Package For 4-Headlight 

. Car Service. Low-cost introductory package contains four 

Standard 7-inch type: i \f| each 4001 and 4002 5%-inch Vision-Aid Headlamps. Just 
5040-S (6-volt) and 5400-S (12-volt). . what you need to take care of immediate service requirements. 


Special For Your Fleet Accounts 


Ruggedized 5440-S has exclusive design 
features to meet toughest service conditions. 
It will get you a lot of fleet business. (Also, ~ 
special miniature types designed for truck : Pete 
and bus use.) ; ts Py eX Fh), 














Services 100% of Needs! 


Consists of #10 Tung-Sol Heart Assort- 
ment: 5 flashers on a colorful display 
card. Back-Up Stock Stacker: 5 flashers 
to keep display complete. Service 
Guide: handy direction signal servicing 
instructions plus flasher and lamp re- 
placement chart for a// domestic cars. 
See your Tung-Sol supplier! 





©TUNG-SOL 


VISION-AID HEADLAMPS - MINIATURE LAMPS - SIGNAL FLASHERS 


Sales Offices: Atlanta, Ga.; Columbus, Ohio; Culver City, Calif.; Dallas, Tex.; Denver, Colo.; Detroit, 
Mich.; Irvington, N. J.; Melrose Park, Ill.; Newark, N. J.; Philadelphia, Pa.; Seattle, Wash. Canada: 
Montreal, P. Q. 
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py FILTER SEPARATOR 


REMOVES 100% 
WATER & DIRT 
FROM LIGHT FUELS 


Here is unexcelled filter-separator performance. A special 
Bowser-developed coalescing action completely removes 
100% of entrained water from jet fuels, fuel oils, kerosene, 
gasoline and solvents. All traceable solid matter is re- 
moved through a highly efficient Bowser filtering process. 
In addition to this perfect performance, the Figure 842 
produces the “lowest cost per gallon” by utilizing fewer 
filter elements that last almost indefinitely. Installation 
costs are extremely low with only three connections to 
field or plant piping. Valuable floor space is saved as 


vertical design requires only 19.25 square feet for largest 
size model. 





FULLY APPROVED 


Tested, and meets applicable full 
flow performance requirements of 
MIL-S-254A as ified and MIL- 
F-8508 specifications. 


| 


the inside story of Bowser superiority 


The filter elements contained in the Figure 842 employ a coalescing 
action principle involving the use of predensified Fiberglas and cloth to 
strip all water from the liquid. This dual action combines to produce a 
finely polished, completely dry product. 

A completely automatic water ejecting device prevents any water from 
entering the discharge line to provide full CONTROL of the processed fuel. 
Bowser superior design enables easy inspection or replacement of cartridges. 
Top lifts and swings aside by means of davit lift-lever. 


PW Asn 


o 


See perfect filter-separator performance “in 
action.” Write for location of nearest Bowser 
installation. “Facts” folder complete with diagram 
and detailed specifications available on request. 
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REGIONAL OFFICES: ATLANTA * BOSTON + CHICAGO + CLEVELAND 


DALLAS ° KANSAS CITY ° LOS ANGELES *« NEW YORK 
% BOWSER, INC., 1301 E. Creighton Ave., Fort Wayne, Indiana 
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You Can Depend On The Leader... 


ALEMITE 


Whether you need a single fitting, or a complete 
bank of hose reels with pumps, Alemite’s your 
answer! 

Alemite equipment not only gives faster, 
longer-lasting service. It is backed by unmatched 
customer protection in writing. Only Alemite 
offers: (1) a 27-month “Sealed-in Air Motor” war- 
ranty ... (2) a12-month Equipment Warranty... 


for more service... 


protection and finer 
lubrication equipment 


and (3) a 12-month Warranty on High Pressure 
Hose! And Alemite maintains 414 lubrication 
service centers coast-to-coast, to give immediate, 
on-the-spot attention to any maintenance or re- 
pair problem. 

Save time, trouble, money! Let Alemite supply 
all your lubrication equipment needs—from one 
dependable manufacturing source! 
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to ALEMITE for everything 
need to handle more lube jobs faster! 








De Luxe Portable Equipment 
~—Feather-touch portability, Beauti- 
ful, easy-to-clean matching cabinets. 
For 100- or 120-lb. refinery drums. 
Dispensers for chassis lube, gear 
lube and A. T, fluid... and drain. 


Visi-Drum Equipment-—Displays 
your own lube brand on each unit, 
helps sell your service. Matched 
equipment clamps on 120-lb drums. 
Drain and dispensers for chassis 
lube, gear lube and A. T. fluid. 





Overhead Hose Reels — Distinctive 
new design! Sectionalized construc- 
tion permits installation of additional 
units. Reels are interchangeable for 
chassis lube, gear oil, motor oil and 
automatic transmission fluid. 





“Super-H”’ High-Pressure Pump 
Powers both Wall Alemiters and 
portable units. Faster lubrication 
with today’s long-lasting lubricants. 
Instant recovery—no pressure drop, 
no time lag. Patented Pressurtrol for 
tremendous reserve power. 








Wall Alemiter — Delivers lubricants 
directly from 120-lb. drums to over- 
head reels. Finger-touch raising and 
lowering of cabinet assembly and 
pumps, Single air line. 


Specialized Lubrication Tools .. . 
Hand Guns... Fittings and Acces- 
sories—A complete line of power- 
packed hand guns and specialized 
lubrication tools. Alemite Red-Ball 
Fittings meet standard replacement 
requirements for all cars. 














On-the-Car Electronic Wheel Balancer — Balances 
all wheel sizes including the new 14”! Never ob- 
soleted by wheel size changes! Nothing attached to 
wheel . . . nothing removed from vehicles. Elimin- 
ates both up-and-down (kinetic) and side-to-side 
(dynamic) unbalance of all car, bus, truck and 
trailer wheels, 


REG U.S. PAT. OFF 





For free catalogs and information, 
write Alemite, Dept, AS-87 


Division of STEWART-WARNER CORPORATION 
1850 Diversey Parkway, Chicago 14, Illinois 


ALEMITE 


August, 1957 » NATIONAL PETROLEUM NEWS 





NEW! 
SALES - MAKER | 


FROM 


Westinghouse 


Free Display Merchandiser packed with 12 assorted Safe-T-Beam™ headlamps 


This special Westinghouse Safe-T-Beam Assortment is demand-designed from national sales 
figures. These fast-moving types enable every dealer to cash in on the growing headlight replace- 
ment market—for the new 4-headlight cars. 


BE SURE YOUR CUSTOMERS GET THE BEST HEADLIGHTING SERVICE 


For maximum glare protection and beam control, headlamps should have ail filaments shielded. 
Only Westinghouse Safe-T-Beam headlamps have glare shields for ail filaments. 


New Westinghouse Safe-T-Beam ; lise WA\\' ( . New Westinghouse Safe-T-Beam 

4001 shielded single filament lamp 3 ri \ 4002 shielded double filament 

for high beam in 4-lamp headlight —_— fy ¥ lamp provides spread light on high 

systems, Qe ‘ ’ y beam, plus low beam . . . both 
1 ) shielded. 


NATIONAL PETROLEUM NEWS * August, 1957 





FREE 
INTRODUCTORY MERCHANDISER 


— merchandiser takes up only 

1 square foot of floor space. Contains 
five 5040S (6v.), three 5400S (12v.), 
and two each 4001 and 4002 (12v.). 


Here’s the answer to any dealer’s problem. The new 
Safe-T-Beam assortment gives i the fast-moving types 
your customers need. 


In the exclusive Westinghouse display assortment, you 
get two each of the new 4001 and 4002 (12v.) Safe-T- 
Beam headlamps for the four headlamp system, five 
5040S (6v.) and three 5400S (12v.). 


And the carton itself opens into a space-saving, eye-catch- 
ing merchandiser. Ready to set up in window, on the 
counter, in the lube room. A sign and three-color trans- 
parent window streamer are packed with each assortment. 


you can BE SURE...iF ITS 


Westinghouse ®@ 
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What's more, the display tells a sales story no other brand 
can offer. For only Westinghouse Safe-T-Beam head- 
lamps offer glare-shielding on all beams—for both 2-head- 
lamp and 4-headlamp systems. 


So line up with the line that’s easiest to sell—exclusive 
Westinghouse Safe-T-Beam headlamps. Back-up stock 
is available in standard packages of 12 each for 5040S 
(6v.), 5400S (12v.), 5440S (12v. heavy duty truck) and 
4001 (12v.) and 4002 (12v.) headlamps. Only Westing- 
house Safe-T-Beam headlamps have glare shields for all 
filaments and aimer buttons for precise mechanical aiming. 





GRAB FISTFULS OF FATTER 
PROFITS WITH ARMSTRONG TIRES 





Ni Bn 
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MR. TBA MANAGER: TIRED OF “‘LOW-PROFIT’” SQUAWKS FROM YOUR DEALERS? 
Give them Armstrong Tires! The profit’s bigger. And full-price sales 
are easy — because customers can see the exclusive Safety Disc feature. 


* Armstrong Tires are easier to sell profitably. First, because ~ Plus 2 sales clinchers 
the profit is bigger to begin with. Second, because your GU ARANTEE 
dealer isn’t selling “just a tire”. He is selling a better tire 
e 6 oan Longest, strongest in the industry! 
with the “Ounce of Prevention” feature any customer can see. Unconditional LIFETIME road 


First tire tread in 18 years to win a U.S. mechanical patent! nannee eee Compan 


Armstrong Safety Disc Tires grip the road to stop skids ADVERTISING 

as no other tires can. Let us show you the evidence. 

The hardest-hitting, most persistent 
Customers want this added safety. Armstrong’s powerful campaign in tires . .. hammers home 
national advertising tells them about it. Once sold, Armstrong the same tested story over and over. 
buyers stay sold . . . come back for more Armstrongs. Why 


not give your dealers this unique competitive “plus”! 


GET THE ARMSTRONG STORY! 
ARMSTRONG RUBBER CO., HOME OFFICE, West Haven, Conn, LIFE, POST... TELEVISION 
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MODEL 302AC 


PETROLE DRANSPORT 
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A SAFE Investment that Pays 8% to 10% Dividends! 


49-1" 
$0, ’ Prey SOREL TAN . 
poate S-COMPTS. SINGLE HOS. Oo OA ALUMINUM TANK —1 102 a 








If you have been hesitating about investing in aluminum 
petroleum transportation equipment because of doubt re- 
garding strength and durability—here’s your answer. 


Now you can have that big 8%-10% payload “dividend” 
made possible by aluminum’s lighter weight—with the com- 
: plete safety of your investment assured by Columbian’s 
pr austen tenon ted) moe tase know-how, experience and master-craftsmanship. 
Columbian didn’t “speculate” on early aluminum equip- 


How Aluminum Pays Big Dividends ment, despite the “high returns” that might attract buyers. 


This blueprint compares 8,340 gal. capacity Columbian It waited until every exhaustive test, in conjunction with 
aluminum “Round-Tripper” with a conventional steel leading aluminum manufacturers, had developed just the 
tank of 7,850 gal. capacity, both mounted on the same right aluminum alloys... until Columbian itself had proved, 


rg — with the or a _ roo whe with many important government contracts, that Columbian 
piss carry 490 gale. 2 eg -omge ee ne wg ancl aluminum welding techniques could meet the most exacting 


weight is converted to payload. This “Round-Tripper” standards and inspections ... and until Columbian numbered 


is designed to meet the Florida gross weight limits of among its craftsmen a fine corps of experienced aluminum 
71,115 lbs. for its size and axles. Let Columbian show specialists. 
you what can be done in your state. 




















Now Columbian can “underwrite” your aluminum trans- 
port investment with perfect safety. Columbian engineers 
can help you plan maximum capacity semi-trailer truck 
tanks for your state...and you can cash in on every pay- 
load—an 8% to 10% dividend! 


of the fine Functional features that 
the Columbian ‘“Round-Tripper” 
populor with transporters, are 
with either aluminum or steel 


For a SAFE INVESTMENT in Aluminum transportation it 
pays to consult Columbian. Write, giving your requirements ALUMIN r STEEL 
for an engineering estimate. Endorsed by Leading Transporters 





WARREN Hydrolet Valves 


- STEEL ° STAINLESS STEEL * ALUMINUM 








STRAIGHT 


30° ANGLE 


Now available 

in 3” size. 

Fabricated from 

Stainless Steel and Aluminum for 
chemicals. Buna N discs standard; 
Teflon optional. Also available with 
flanged and grooved outlets. 


NOW you can get all of the benefits of the 
Check All of These WARREN HYDROLET “T” Valve plus im- 


portant new features. You get all this in 


WARREN HYDROLET “Y” the WARREN HYDROLET “Y” Valve, al- 


Features... ready well proved in service. 


V CORROSION-RESISTANT 


v 


LIGHTWEIGHT—Only 14%# in steel; only @eeeeec@e00ede0e00e0e000808080 
7%2# in aluminum in STRAIGHT model; 


a Se THE ORIGINAL WARREN HYDROLET “T” VALVE 


in 30° ANGLE model. 


GREATER: SAFETY—Complete drainage; no 
pocketing of product; no danger of con- 
tamination. Drip-proof shut-off. 


BETTER FLOW-—Less turbulence due 
to simplified design. 
MINIMUM MAINTENANCE — Re- 90° ANGLE 
placeable disc. 
WRITE TODAY for complete information 


Manufacturers of 
WARREN Snap Seal® Safety Lamps f 
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BANANA OIL 4 


OR MOTOR OIL 


whatever you can... call on 


August, 1957 + NATIONAL PETROLEUM NEWS 





can with CROWN 


Whether it be for home or industry—it’s that extra 
touch of personal service that CROWN provides. 


CROWN offers quality containers—to withstand the 
chemical composition of any contents . . . complete 
package design and merchandising assistance .. . 
modern lithography equipment and techniques .. . 
and experienced research and engineering service. 
Plants and offices in 18 strategic locations. 


Write for your copy of “MR. PACKAGER”— 
information on CROWN’s precise fill control system. 
Crown Cork & Seal Company, Inc., Can Division, 
9338 Ashton Road, Philadelphia 36, Pa. 


CROWN CORK & SEAL COMPANY, INC. 
MANUFACTURERS OF CLOSURES, CONTAINERS AND MACHINERY 





No. 9260-6 





Buckeye “‘push-on’’--“‘pull-off” tight fill 
system uses proved side-seal 





Diagram shows 
how levers are 
released when 
cable is lifted. 
Springs hold 
them firmly in 
position when 


locked. 








"©" ring with 
exclusive side 
seal. 


No. $A9260-1 


Here is a new tight fill system built around 
a proved-in-practice principle. 


Note that the “‘O” ring on the fill cap 
adapter is a side-seal. Seal is made as soon 
as the coupling elbow or cap passes over 
the “O” ring. No problem of leakage, even 
if cap is not locked in position. 


To connect—‘“pull-off” cap and “push- 
on” coupling elbow. Disconnecting elbow 
is equally simple. Just lift up on the hand- 
saving, nylon-coated cable to put levers 
in release position. Then just “pull-off” 
elbow. That simple! That quick! 


Coupling elbow is cast aluminum with 
four transparent windows to observe flow. 
Cap and adapters also are aluminum. 
Adapters available in 3” x 3”, 3” x 3%”, 
3” x 4” sizes. One elbow and one cap fits 
all adapters. Write for full details, or call 
your Buckeye distributor. 


Buckeye Iron & Brass Works 
Box 883, Dayton, Ohio 


America’s Quality Manufacturer of Valves and Fittings for the Oil Industry 
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ATTN: PETROLEUM SALES MANAGERS 











for FULL PROFIT 
go FULL LINE 














America’s Top-Quality Money-Maker... 


WITH A POLICY AND PROGRAM 
DESIGNED FOR YOU! 











-_ 





When your dealers sell General’s complete 
line of tires, batteries and accessories, they’re selling 
a quality line designed to produce 
full profits. Find out today how you can stir up new TBA 
sales among your dealers . . . make new and 
bigger profits with The General Tire, 
America’s top-quality money-maker. 


THE GENERAL TIRE & RUBBER COMPANY 
AKRON, OHIO 


GENERAL 


gives you 


e A complete line of passenger, truck 
and farm tires 

@ Consistent and concentrated adver- 
tising help 

e A complete marketing and merchan- 
dising program 

e Warehouse facilities as near as your 
telephone ; 

e A Sales Training program designed 
to boost sales and profits 


August, 1957 + NATIONAL PETROLEUM NEWS 





Actual road tests prove Dodge outpulls 
“other two” low-priced trucks by 32% 





wh oni 


Dodge gives you Extra Pull . . . cuts 
running time and maintenance costs 


Here is definite proof that Dodge gives you a big 
power advantage that will pay off on your hauling jobs. 


All three low-priced trucks were recently compared 
side by side in a grueling series of performance tests. 
The dynamometer test shown here is only one of 
— And in each test . . . climbing power . . . passing 

. . pulli wer . . . Dodge proved the out- 
pee Fe ieee of the low-priced three. 


Extra power does it. From 204- to 232-hp. V-8’s, Dodge 
Power Giants deliver the extra power you need to 
handle your hauling jobs faster, with less engine 
strain. Naturally, less strain means less wear, fewer 
repairs as you pile on the miles. 


See proof for yourself. Certified results of all the 
pet gree tests are in your Dodge dealer’s showroom. 

them over and we think you'll be convinced 
that your next truck should be a Dodge. 


Ome. 
DowerGiants 








CERTIFIED PHOTO. Dodge 
provides 1950 ibs. pull 
(3 x 650 gauge reading). 


DODGE and comipeiitive trucks were tested for pulling power 
by towing a special dynamometer truck. Gauges measure 
maximum pulling force exerted. To convert this force into 
pounds, gauge reading is multiplied by three. 


CERTIFIED PHOTO. Truck 
“C” exerts 1440 Ibs. pull 
(3 x 480 gauge reading). 


TRUCK C, pulling the same dynamometer truck as the 
Dodge, was unable to equal the Power Giant mark in re- 
peated tries. Gauges shov Dodge outpulled Truck C by 32%. 


CERTIFIED PHOTO. Truck 
“F” gives you 1440 ibs. pull 
(3 x 480 gauge reading). 


TRUCK F in its turn pitted all its pulling power against the 
Dodge, to no avail. The sealed, accurate gauges reveal clearly 
that Dodge offers most “pull power” of the low-priced 3. 


MOST POWER OF THE LOW-PRICED 3 
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ONLY THE GILBARCO “SALES-MAKER” 
offers you all these advantages! 


LARGEST BRAND PANEL EVER — 123 sq. inch 
brand panel and easy-to-read dial face are 
powerful merchandising aids, attract custom- 
ers around the clock! 

LOW-COST MAINTENANCE — Doors are two- 
piece and can be removed in 30 seconds, pro- 
viding work-bench accessibility and quick, in- 
expensive replacement in case of damage. 
SUPER-ACCURATE METER — Gilbarco’s four- 
piston meter measures with split-drop accu- 


racy — is field-proven in every corner of the 
world. 


MONO-FRAME CONSTRUCTION—One-piece steel 
frame eliminates top and side panels. Rigid, 
rugged construction guarantees better protec- 
tion to internal components, longer life. 
LONGER HOSE REACH — Only 4% feet high, 
but the Model 1006 with inside extension hose 
has 14’4” of hose reach. Model 1004 with cable- 
suspended hose has 13’ 4” reach. 


WRITE TODAY FOR COMPLETE, ILLUSTRATED BROCHURE. 
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Gilbert & Barker 
Manufacturing Co., 
West Springfield, 
Massachusetts 
Toronto, Canada 





Now You can get the advantages of... 


TESTED TO PROVE SUPERIOR PERFORMANCE, LONGER LIFE 


The Rockwell meter test station provides unex- 
celled facilities for putting meters through their 
paces. Here Rotocycles with the new design rotor 
were given exhaustive breakdown tests. They 
were run ’round the clock at accelerated rates of 
speed. They were exposed to shocking start and 
stop tests, high temperatures and tested for ac- 
curacy and sensitivity on such liquids as 500 to 
2500 SSU oil, high test gasoline and No. 2 fuel 


oil. Pressure loss, accuracy and wear were all 
plotted during the life tests on these liquids. 

Thus we know and you can be sure that Roto- 
cycles with this advanced design will give excellent 
performance, longer life and with less maintenance 
on all liquids that can be metered. 

A full line of these new models for pipe line 
and bulk plant service is in production—ready 
for your profitable use. Write for bulletin OG-411. 


ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta Boston Charlotte Chicago 
New Orleans New York WN. Kansas City Philadelphia 


Dallas 
Pittsburgh Sanfrancisco Seattle Shreveport Tulsa 


Denver Houston os Angeles Midland, Tex. 


in Canada: Rockwell Manufacturing Company of Canada, Ltd. Factory and Service Guelph, Ontario; Sales Office Toronto, Ontario, 
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ROCKWELL (070cvc/ METERS 
with CRANK CONTROL 


NEW ROTOR DESIGN IS SIMPLE, STURDY, 
HAS FEWER PARTS, IS PERMANENTLY TIMED 


The recently announced coordinated linkage 
method for controlling the rotating vanes in 
Rockwell Rotocycle meters does not change 
the basic proven principle of this meter's 
operation. It does offer these added benefits: 


GREATER CAPACITY— Meters with this new 
construction run more freely and with better 
balance. Hence their capacity has been in- 
creased approximately 20% on all sizes. 
LONGER LIFE and easier maintenance can be 
expected from this improved design since 
there are fewer parts and many less points to 
wear. 


PERMANENT TIMING is assured since there is 
only one possible way to assemble this new 
rotor and this method automatically and 
correctly positions the vanes. 


RUNS QUIETLY—The new, smooth operating 
crank and link construction eliminates all 
objectionable noise. 


HIGHER RATINGS, EASIER IDENTIFICATION 
Basic Rotocycle meter sizes are now identi- 
fied by their maximum capacity ratings. For 
example, the new No. 600 Rockwell Roto- 
cycle has a normal capacity range of from 
120 to 600 gpm. Other large sizes for bulk 
plants and pipe lines are the No. 400 and 
No. 1000. 


TOP VIEW OF NEW ROTOR—Note 
the four arm control plate. The hub of 
this plate is mounted eccentrically to 
permit the control arms to position 
the vanes. The design is simple, clean, 
readily accessible. 


POSITIVE TIMING ASSURED—Here a 
link is being fitted on a control plate 
pin, ready to be lowered on a vane 
shaft. Flat of control arm engages flat 
on shaft to permanently secure vane for 
correct timing. 
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CONVERSION KITS AVAILABLE—The 
advantage of greater capacity, fewer 
parts and longer life in this new design 
are available to all users of earlier 
model Rockwell Rotocycles. Conversion 
kits facilitate on-the-job changeovers. 





"THE 


Guardian 








ISLAND 
f LIGHT 


island lighting modernization... 
at a really nominal cost 


NEW in design 


) 


GUARDIAN C1 COMPANY 


500 NORTH BLVD OAK PARK iIN<¢ 
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A remote pumping system is only 
as good as the island dispenser. 
Key to performance of the dis- 
penser is the meter and here again 
you see why the Bennett meter is 
so outstanding. 

In the Bennett meter, polished 
bronze pistons slide in polished 
brass cylinders lubricated by a thin 
film of gasoline. Without mechani- 
cal valves or piston leathers, fric- 
tion and restriction-to-flow are at 
the irreducible minimum. Great- 
est pressure is maintained at the 
nozzle where it counts. 


Bennett dispensers, while primarily designed to 
provide RAM remote systems with superior 
“matched-flow” performance will actually increase 
the efficiency of any remote pumping system. 


Graditional 
BENnell 


JOHN WOOD COMPANY “*nistecom michigan 
iN caNADA: JOHN WOOD ComPANY LIMITED 


Toronto * Montreal * Winnipeg * Vancouver 








\) pees 


J 


Ji 


RA matched-flow system 


i 
a 














RAM remote pumps with extractable 
heads and dispensers teamed together, 
give you top MATCHED-FLOW performance 





Bennett RAM Pumps and Dispensers fully 

complement each other for inter-related 

harmonious operation resulting in “fric- 

tion-free” performance and long-time de-" 

pendable low maintenance service. Bennett 
RAM Submersible Pumps, in 14, % and 34 H.P. efficiently 
serve any station — large or small, new or remodeled — 
and installation and maintenance costs are cut to a min- =| 
imum with Bennett’s new extractable head design. In Remote AUTOMATIC MULTI-PUMP 
fact, one man, by loosening four bolts can lift out the SUBMERGED SYSTEM 
entire unit. Bennett Dispensers, with the exclusive All- 
Metal Meter give maximum output at the nozzle where 
it counts — saving time — speeding service. 





Announcing the new PEAK’ 


ANTI-FREEZE 


"EXPERT DEALER” PROGRAM 


* It helps you sell more anti-freeze . . . earlier! 
* Helps sell related winter products and service! 


You put up this sign which will x 

be nationally advertised by PEAK! (,, Sipps 
Abs Fee Wines Checkup, Mossy wil be locking CHegglTEe 
Q 


for this sign. They will want the service — and 
PEAK Anti-freeze, too. 


<2 The sign brings in car owners early 


a\ ——— for anti-freeze and the checkup! 
¢ T wie oe 
LO 

















This helps you avoid the last-minute rush when 

Pe cold weather hits. You have the time to sell cus- 

\) tomers on a complete winterizing job .. . time 
O WZ to make extra profits for your service. 








You use this wheel tag as a guide 


when making the checkup! 


It takes only a few minutes to make the checkup 


S f 
> SS 

while you are draining the radiator. Use the tag as ~ 

your guide in making the checkup. There’s room on 

the back for remarks. 
The tag helps you sell related 

» It tells your customer what service or part 

winter products ! ao dated The tag is artes cdivapenen. 


It gets the car owner interested in buying 
... leads to extra sales of tires, batteries, 
oil and other items. 


ceten K and you carry the best 
to tie-in with this anti-freeze on the market! 
It's backed by 


. PEAK gives unsurpaned all-winter freeze 
HOMETOWN ANTI-FREEZE P 
ADVERTISING! 7 —s 


Commercial Solvents Corporation, 260 Madison Ave., N .Y. 16, N. Y. 
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year 


<S| Dunham-Bush acquires 


he wel- 
annual 


<i Brunner Mfg. Co. 


303 | pan 
} | ner Manutactt) ; ion and air. 
of the Brun ses subsidiary, refrigeratio cts ae ls 
| Company an a any, brings Brunner faci ae aaa tee 
Peers anagement ee ae pagans indus- 
| under one ™ : ments of the au , 
facture of well established cn its air compressor line. 
| manu f heat transfer equip- try wi 
lines 0 


in 1956. The job trag 
year. ated in for the reta 


ment and accessories, a5 po 
as units and compressors 10 


What this means 


to YOU... 


You in the automotive industry who use well-known 
Brunner air compressors can expect improved service 


and deliveries from the combining of these two well 
established companies. 


Brunner will now have the combined research facilities and 
enlarged staffs of skilled development engineers for 
continued advancements in new and improved products. 


We intend to prove to you that you will benefit most 
when you entrust your air compressor orders to us. 


Dunham-Bush is a world-wide manufacturer of air conditioning, refrigeration 
and heating products with 165 years of combined manufacturing experience. 


Thanks to our many Brunner customers in the automotive field for your 


continued cooperation. 
PRESIDENT 7 


“SINCE 1906 


BRUNNER DIVISION ¢ Dunham-Bush, Inc. 
UTICA, N. Y., U. S.:A. 


MARSHALLTOWN, IOWA 


MICHIGAN CITY, INDIANA « 


BREWSTER, NEW YORK 


* RIVERSIDE, CALIFORNIA + UTICA, NEW YORK 
* TORONTO, CANADA ss 


GAINESVILLE, GEORGIA «© LONDON, ENGLAND 
56 
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“What are we doing about uniform quality 
and prompt delivery of steel containers?” 


“We're getting high quality from J&L 
...and they have a plant 
near every one of ours.” 


e J&L steel containers provide 
engineered packaging for de- 
pendable transportation and 
safe storage. 


e J&Lspecialists, backed up by 
modern research, are ready 
to consult on your toughest 
packaging problems. 


e Precise fabrication and cor- 
rect specification of fittings 
and closures. 


e Prompt dependable delivery 
from nine plants. 


e J&L, an integrated steel 
producer, controls container 
quality from start to finish. 


Call your nearest J&L Con- 
tainer Division office for rec- 
ommendations on your pack- 
aging problems. Or write 
direct to the Container 
Division, 405 Lexington 
Avenue, New York 17, N.Y. 


Jones & Laughlin 


STEEL -.-.-a great name in steel 
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The Big Fleets 


Ford F-600 tank truck owned by 
Farmer's Oil Service, petroleum 
distributors, Merced, California. 


**The bulk of our business is with ranchers. Our 1957 F-600 
runs all day long—using the engine to pump gas when it’s 
not running on the road—on seven or eight gallons of gas,” 
reports Donald J. Parsons, owner. 


58 


handle big loads 
with unusual 
driving ease. 
GVW’s to 
45,000 Ib. 


Ford F-600 tank truck owned by 
Texgas, Incorporated, petroleum 
distributors, Stillwater, Okla. 


‘‘We make our own roads and require special equipment like 
no-spin rear ends, pumps and LP-Gas carburetion. We find 
that Ford trucks adapt more easily and better to our needs,” 
says Rex E. Stockard, president. 
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more FORD TRUCKS 
than any other make! 


Why ?... because on- 
the-job performance and 
low operating costs prove 
FORD trucks cost less! 


Take a tip from the men who buy trucks 
every year. Official truck registration data 
for the past two years shows that owners 
of America’s biggest commercial truck 
fleets have bought more Ford trucks than 
any other make! 


Petroleum transporters, large and small, 
have found Ford trucks are best for their 
fleets. To begin with, Ford’s initial costs 
are low. Many models are priced below 
all competitive makes. For example, the 
new Ford Tilt/Cab models are America’s 
lowest-priced! * 

And it costs less to run a Ford truck! 
Thanks to modern Short Stroke power 
and sturdy chassis construction, operat- 


a Ford F-800 tractor with tank semi- 
trailer owned by Gasoline Transport 
} _ Company, Louisville, Kentucky 

€ 

; 


“The F-800’s stamina is good and its power is excellent. Our 
Fords will pick up a load and get it rolling just as quickly as 


ing costs and “shop time’”’ are reduced. 
Another important Ford plus is longer 
truck life—a fact certified by independent 
insurance experts. 


Add it all up—you’ll find Ford trucks 
do cost less! Contact your Ford Dealer... 
let him show you why the big fleets are 
buying more Fords than any other make. 


*Based on comparison of manufacturers’ suggested retail prices 


Ford’s Tilt/Cab Models are big in 

power, in capacity . . . up to 212 hp. 

Six series provide GVW’s from 18,000 Ib. 
to 30,000 lb., GC W’s to 60,000 Ib. 


FORD TRUCKS 


COST LESS 


| LAST LONGER, Too! 


heavier trucks costing twice as much,” says J. A. Gammon, 


vice-president. 
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GET REPEAT SALES 
INCREASED PROFITS 


eta ’ 
4 sayin 
ee 
ayton © 


Y Thorobred 
P Ti RES 


% 


Poet : Written Guarantee Assures Smooth 
it meni Lie 4 : Customer Relations 


The strongest written guarantee in the industry stands 
solidly behind Dayton Thorobred Tires. So convinced is 
Dayton of Thorobred quality that your station managers 
can make adjustments “on-the-spot” — right where it will 
do the most good in keeping customers satisfied — keep 
them coming back for repeat sales. And Dayton will back 
up your managers’ judgment all the way. 

On top of that, an exclusive Dayton Franchise assures you 
of help in every phase of tire retailing. Compare all these 
Dayton Franchise features with your present program: 


e@ SENSIBLE, COMPETITIVE PRICING 
COMPLETE HIGH QUALITY LINE 
AGGRESSIVE ADVERTISING AND PROMOTION 
ATTENTION GETTING SALES AIDS 
EXPERT HELP FROM TRAINED MERCHANDISERS 
SALES TRAINING AT RETAIL LEVEL 
EXPERIENCED MANAGEMENT COUNSEL 





Write or wire today for the important facts on the most 
profitable TBA move you may ever make. The Dayton 
Rubber Company, Tire Division, Dayton 1, Ohio. 


4 LEADER IN ITS FIELD. The All-Nylon 1957 
Dayton Thorobred Premium, available in 
Tubeless or Tube-Type. 


Dayton is one of the leading suppliers 
of TBA Products to the Petroleum Indus- 
try, now serving over 100,000 stations. 


© D. R. 1957 


Thaopal 
wo er 


Dayton Rubber Co., Tire Divisien, Dayton 1, Ohio 
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Cities. Service Oil Company in Cicero, Ill., fills one-quart cans of motor oil using 20-Pocket M&S Filler, 


Absolutely Accurate, Clean, Uniform Filling Without Waste 


even at 306005 
» fo 500 cpm: 


FMC offers fillers of highest speed and accuracy for 
every oil filling job. By actual comparison testing, M&S 
positive displacement type fillers give you what you need 
most in a filler — 


1. Hicn Accuracy. Exclusive pre-measuring principle 
of M&S insures consistent filling accuracy for higher 
case yield per batch of product. 


2. Low Maintenance. Rugged construction and pre- 
cision engineering of M&S assures long life and depend- 
ability under.the heaviest production requirements. 


3. Hich Speen Operation. The M&S line includes 
fillers in every speed range —equalling the speed of latest 
cappers and closing machines — without sacrificing ac- 
curacy. 


4. Important Desicn ADVANTAGES. Such FMC “firsts” 
as the precision “No-can, No-fill” mechanism, the com- 
bination chute-belt-worm timer for gentle high-speed 
handling of lithographed cans, and a host of other refine- 
ments, make M&S Fillers tops for fast, clean filling. 


M&S Fillers—recognized “Standard of the filling in- 
dustry” for more than 70 years. 
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EVERY CANNER OF OIL WILL 
WANT A COPY OF THIS 


NEW FMc-M&s FILLER BULLETIN 
No. CMD-701W 


PACKED WITH FACTS 
ON PETROLEUM PRODUCT 
FILLING AND CASING 


This brand new bulletin 

is yours for the asking. 

It illustrates and describes 

the complete M&S Filler line, giving 
pertinent data and specifications on each 
model. Write the FMC office nearest you, 
today, or call your FMC representative. 


FOOD MACHINERY 
AND CHEMICAL CORPORATION 


Canning Machinery Division 
General Sales Offices: 
WESTERN: SAN JOSE, CALIF. + EASTERN: HOOPESTON, ILL. 
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Wayne } Remolteol 


PUMPING SYSTEMS 




















ROTARY ABOVE GROUND 





EXTRACTABLE 


TURBINE TYPE 


RUN pce Cem ne ae 





























yor Flexibility of Service 


STATION-ENGINEERED TO YOUR 
LOCATION REQUIREMENTS 


High lifts .. . long pipe runs . . . more volatile fuels . . . increased 
traffic, whatever your problems there’s a Wayne Remotrol Pumping 
System scientifically designed, developed and performance-proved 


for unsurpassed pumping service. 


But Wayne engineers even go a step further than producing the finest 
remote systems. To assure peak efficiency in every station they offer 
three different systems to choose from... then carefully “station- 


engineer” that system to your location. 


Results? Unsurpassed efficiency in every 


Wayne Remotrol System installed. Elimi- 


0 ee eEEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEeEyE——eyEyEeweE. el 


nation of vapor lock. No problems of tem- 


perature, altitude, distance of piping. 


Noise and vibration are eliminated from 
the island. Better station planning is pos- 


sible . . . better service assured. 








WAYNE 
EXTRACTABLE PUMP 





Installed entirely within the tank. Can be located 





anywhere in the station — driveway or grassplot. 
No hazardous pit necessary. Eliminates vapor 
lock. Designed for low cost installation . . . quick, 
easy service .. . trouble-free performance. Can 
be serviced by one man in minutes. Available in 
Y% HP for 3 or 4 dispensers per product... % HP 
for larger station up to 10 dispensers. 









ARO has everything 





AL-207 PUMP... 


whether you do 50 or 500 lube jobs 
a month .. . you'll find AROLUBE 
equipment unbeatable for your needs! 
ARO lubricators are powered with , 
the amazing AL-207 Pump... . uses | 
/ess air to pump more lubricant. 


SEE YOUR AUTOMOTIVE 
WHOLESALER NOW FOR DETAILS. 








WARRANTED FOR 3 
YEARS OR 10,000 
LUBE JOBS! 


ARO warrants the AL- 
207 Air Motor to be free 


+ 
es 

ns 

% 

es 

% Plt 

pa from defects in work- (fa) LUBRICATING 
as 

de 

ee 

RS 

es 

te 





manship and materials ff sagan! 
for 10,000 lube jobs or /j 
3 years, whichever oc- 
curs first, from date of 
purchase. 
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SALES SERVICE 
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Wi iL... 
TIRE VALVE 
EQUIPMENT 


Standard of the Tire Industry 


TIRE VALVES — TUBELESS AND CONVENTIONAL 


bial} 


ed continu 


onte red 





VALVE 
INSIDES 


VALVE 
q 


4f 


A COMPLETE LINE OF TIRE VALVES AND 
SERVICE EQUIPMENT FOR ALL CARS, TRUCKS 
AND TRACTORS. 


AIRLINE 
CHUCKS 


TIRE 
PRESSURE 
GAUGES 


VALVE 
TOOLS 





DILLECTRIC 


Electrically 
VULCANIZED REPAIRS 


for 


TUBELESS TIRES 
AND TUBES 


The most popular way to safely re- 
pair tubeless tires and tubes. Used by 
over 125,000 service stations. All elec- 
tric—automatic. You simply apply a 
ready-prepared Dillectric Nylon Re- 
inforced Speed Patch, attach the elec- 
tric heating unit and snap down the 
Dillectric clamp pressure arm. Heat 
and time are automatically controlled 
for a perfectly vulcanized repair, every 
time. 





All supplies in one handy 

“Zip-open” container— 
patches, vul- 
canizing fluid, 
and filler 
rubber. 


DILCco 


Chemical 
DOUBLE-QUIK REPAIRS 


TUBELESS TIRES 
AND TUBES 


The new, popular chemically self- 
vulcanizing repair. Outmodes all other 
NON-HEAT type repairs. No heat— 
no pressure—no extra equipment is 
required. Dilco vulcanizing fluid com- 
bines with special Dilco rubber for- 
mulation to chemically vulcanize into 
a permanently secure, leak-proof re- 
pair. Each patch is reinforced with 
Nylon mesh to prevent blow-through. 


TD I... | MANUFACTURING COMPANY 


700 EAST 82nd ST. CLEVELAND 3, OHIO 


THE 
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Savings in storage, inventory and dollars 


Compound your full line 
of oils with just 2 Oronite 


“additive packages” 


i 
vw 


re re 


ACRE 


fi 4 
4 ts. 
¥: , 


The streamlined, money-saving way to blend a full line of 
motor oils—to cover the range of API service classifications 
MM-MS-DG-DM-DS— is with just two balanced additives— 
Oronite’s detergent and inhibitor additive “packages.” 

You get the motor oil quality you want but need to buy and 
inventory only two additives. Further savings are also 
possible by buying in tank car or CL quantities. 


Oronite’s “detergent package” contains a mixture of 

detergent compounds—the “inhibitor package” a mixture of 
inhibitor compounds. Each “package” is specially 

balanced and formulated to give optimum response with 
your base stocks. Formulations can be provided to meet any 
and all performance levels you require. 


Talk over your requirements with Oronite—let us show you 
how Oronite’s “package” program can simplify your storage and 
inventory problems and enable you to save dollars. Contact 

the Oronite office nearest you for full information. 


ORONITE CHEMICAL COMPANY 


EXECUTIVE OFFICES 
200 Bush Street, San Francisco 20, California 
SALES OFFICES 
New York, Wilmington, Chicago, Cincinnati, Houston, Los Angeles, San Francisco 


EUROPEAN OFFICE 
36, Avenue William-Favre, Geneva, Switzeriand 4359 
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magic 
name 
Coca-Cola 


ATTRACT CUSTOMERS WHO STAY LO 


Added minutes spent in your station 
mean added dollars for you. 8 out of 10 
customers who stop for world-famous 
Coca-Cola, get out of the car! And 
get-outs stay longer . . . spend twice as 
much ... buy 92% of your profitable 
TBA items!* 


Display that Cooler for Coke...it pays! 
@ More customers stop for Coke! It’s 
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the best-loved sparkling drink in all 
the world. 

e You profit from the extra money 
those cooler-customers spend! 

e@ You earn above-average profit on 
every Coke you sell . . . and in unit 
sales Coke is second to gasoline.* 

e@ You put extra cash in your pocket 
when you suggest, and sell, Coke by 
the carton and case! 


NGER—SPEND MORE 


SIGN OF GOOD TASTE 


*Observation Research Corporation study of 287 filling stations 





from tanks to pumps... 
it pays to use DRESSER, 


COUPLINGS 





AND FITTINGS 


In thousands of new service stations the country 
over, you'll find Dresser Couplings and Fittings 
joining vital underground piping. 


Contractors like the ease of installation. An 
inexperienced workman can make perfect joints 
using only a wrench. 


Station owners like the permanent leakproof 
joints that insure against tearing up costly pave- 
ment for repairs. Dresser Couplings and Fittings 
have a “built-in” give-and-take that absorbs 
stresses and vibrations set up by heavy overhead 
traffic. 


For assurance of a job well done... and ahead 
of schedule . . . see your local piping supplier for 
the Dresser Couplings and Fittings your job 
requires. 





STYLE 38 
Standard couplings for 
STYLE 90 sizes 2” and larger. 


Fittings are available in 90° 
and 45° ells, tees, etc. 


STYLE 90 
Heavy-duty “no thread” fit- 
tings for underground piping 
2” or smaller. 


Write for your free copy of Dresser’s Petroleum Marketing 
Catalog, showing how you can benefit by using Dresser 
Couplings and Fittings. 


DRESSER, 


Dresser Manufacturing Division « Bradford, Pa. 
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New BOSTON oil suction & discharge hose 


 B-22& pro 


RESISTS_SUN and 


‘4 
—-_ 


% Ry, 


. eae, _ 
ee, 


Bars e y 
owe 


These are the record-breaking figures racked 
228% GREATER RESISTANCE up by new B-228 Process covers on BOSTON 
TO SUN DAMAGE cca a Hose. al a aye 
fe) research, thus attacks the cause 0 

Be SION | 20%, 0f 0. S. & D. Hose failures. 
Without question, Boston O. S. & D. Hose can 
207% GREATER RESISTANCE sharply cut your hose replacement costs. For 
TO TEARING full details, ask your nearby BOSTON dis- 

tributor or write direct. 


BOSTON WOVEN HOSE & RUBBER COMPANY 


i=jeh-yaee), Div. OF AMERICAN BILTRITE RUBBER CO., INC. 


BOSTON 3, MASS. 


ow» & = | @& 


INDUSTRIAL HOSE BELTING V-BELTS PACKING MATTING TAPE 
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1% or 2 hp, 2-stage, 200 


...and performance proves it! 


Low-cost operation, minimum maintenance and 
absolute dependability add profits and volume to 
your service. 


.. real space saver 


The compact Channel-Flo tucks away in any odd : 
corner. Compared to a conventional tank-mounted, ie FREE 
belt-driven unii, the Channel-Flo will save as much 


as half the floor space. BOOKLET 
..-Versatile mounting 


You can also mount a Channel-Flo on the ceiling, 
suspend it from overhead, mount it on a vertical 
column or place it on a shelf or cabinet... then 
run piping to receiver located elsewhere. 


...time-tested I-R features 


Balanced, opposed-piston construction; ‘‘Whirl- 
wind” cooling system, I-R channel valves; belt drive 
eliminated; direct mounting of the compressor on 
the driving motor shaft also eliminates niain com- 
pressor bearings—plus many other features. 


Ingersoll-Rand 


11 Broadway, New York 4, N.Y. 
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INLUCITE 21 


OUTLASTS 


ANY ORDINARY GREASE 


Nine lives? That’s what users say of INLUCITE 21, 
the unexcelled all-weather multi-purpose grease that 
lasts longer than every specialized grease it replaces. 


This rugged moisture-resistant lubricant has proved 
its remarkable mechanical stability in the field by 
farm cooperatives, fleet superintendents, service sta- 
tion operators, other automotive and industrial users. 


Let us give you full details. 


won't melt won't wash 
out out 


INTERNATIONAL LUBRICANT CORP. 


NEW ORLEANS, LOUISIANA 
Manufacturers of Quality Lubricants * AVIATION + INDUSTRIAL + AUTOMOTIVE + MARINE 


With Research Comes Quality, With Quality Comes Leadership 
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TIDEWATER’S ALL-NEW DELAWARE REFINERY IS THE BEST... FOR SIZE AND SCIENCE! 


Starting now, yourcustomers’carscantaketheir ery opens up today the era of the 1960’s and 
power straight from the world’s largest all-new 1970’s. This is the only refinery capable of mak- 
refinery. Starting now, your business can benefit ing its entire gasoline output over 100 octane. 
from the science of the future .. . for this refin- Never before has a refinery been planned on so 
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vast a scale. And the result is a gasoline that’s not just 
improved but all new .. . the best! 


Tipewater O11 Company 


SAN FRANCISCO « NEW YORK 
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Tidewater’s new $200 million Delaware 
Refinery occupies the largest industrial 
site in the East—5,000 acres. It has the 
world’s largest crude unit, fluid coker, 
catalytic cracker and reformer, extraction 
plant and hydrodesulfurizers. 
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NEW FLYING “A” 
SUPER-EXTRA 

OVER 100 OCTANE... 
an entirely new fuel for 
the highest compres- 
sion cars of today and 
tomorrow, at competi- 
tive prices. 


NEW FLYING “A” 
GASOLINE... 

new high-octane long- 
mileage gasoline at 
regular prices. 





Success is spelled s-e-r-v-i-c-e 


products offered to the public at a fair price. 


The man changing a tire is the symbol of a 
fundamental idea: That, in the service station 
business, service is the all-important competi- 
tive factor. 

Service is many things. It means keeping 
hours convenient for the customers. It means 
maintaining a clean, attractive station. 


It means experienced, trained personnel 
and the necessary equipment with which to 
work. It means adequate stocks of quality 


It means courtesy, ability and a genuine 
interest in the needs of the motorist. 


And all this, in turn, means a satisfied cus- 
tomer who keeps coming back again and 
again. 

From their daily experience in keeping 
cars on the go, Atlantic dealers everywhere 
know and appreciate this vital fact of their 
business ... Service is essential to success. 





THE ATLANTIC REFINING COMPANY 


NATIONAL PETROLEUM NEWS * 





August, 1957 


Only 
ALEMITE 


on-the-cor 


corrects both up-and-down and 
side-to-side unbalance... handles all size wheels, 
including new 14”! 


@ Balances wheels completely — without attach- 
ments! 


@ Exclusive Alemite “Vue-Scale” Meter gives 7 al vee 
positive visual proof of balancing! Ow” | 


And ALEMITE offers you a KINETIC UNBALANCE DYNAMIC UNBALANCE 
em Alemite corrects all unbalance right on the car—at 


FREE DEALER SIGN | x5 Hiring nie inte eh 


to identify your service department 
with the powerful nationally adver- 


recat - 


REG. U. S. PAT. OFF 
Division of STEWART-WARNER CORPORATION 


Dept. AS-87, 1850 Diversey Parkway, Chicago 14, Ill. 
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[5 AVA brings you the 


opportunity of a lifetime 
-solid sterling silver by 


4-piece . 
& ’ place setting i, 
40], 1818) 
\ PATTERN e 


Imagine, the classic elegance of Rondo pattern— 
crafted in heavy solid silver by Gorham—on your 
own table! You’ll own sterling known throughout 
the world—masterpieces created by America’s Lead- 
ing Silversmiths. 

That’s because FRAM and your FRAM supplier 
are cooperating to bring you this outstanding offer. 
FRaM, by underwriting a substantial portion of the 
cost, gives you this opportunity to get your Gorham 
Sterling—-with the purchase of FRAM merchandise— 
at a fraction of the price you’d pay anywhere! 

And FRaAM makes it so easy for you to obtain your 
own solid sterling silver! You may start your sterling 
with a place-setting of four graceful pieces—place 
fork, salad fork, place knife and spoon. Or, if you 
wish, your choice of any single piece. You'll be 
amazed at how quickly you'll have a complete table 
service for twelve! 

Now is the time to start on your way to a com- 
plete service of solid sterling silver by Gorham. 
Your Fram supplier has full details! * 


$24.00 
at leading 
jewelers 


everywhere 


Fed. Tax Incl 7 _ yy * FRAM reserves the right to withdraw this offer at any time. 


FRAM helps you sell more with 
this terrific customer premium! 


Now Fram brings you a customer premium to capitalize 
on the nation’s newest food fad— PIZZA PIE! Your 
customers can obtain Chef Sepe’s 4-piece Pizza Set for 
any Fram box top and $1.00! Everyone will want one. 
And they must have their filter changed to get one! Be 
sure you’re stocked for increased demand. See your 
supplier for full details! * 
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This message to your 


dealers gives them 


two more reasons 


why FRAM is the 


filter to sell! 


e®eeeoeeoeeeoeeeeeeeeeeee 6 
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Here’s a two-pronged program designed to help 
your dealers stock and sell more oil and air 
filters. For the first time in the industry dealers 
can obtain genuine solid sterling silver for them- 
selves; and offer their customers a premium 
that latches onto a current food fad! 


This is the kind of active, aggressive sales 
promotion assistance FRAM gives dealers who 
stock and sell Fram Filters. Thousands of men 
from coast to coast have found Fram Filters 
their best selling bet! When you add this dealer 
support to these facts: 


% more makes of cars and trucks are FRaAM 
equipped at the factory than with any 
other brand of filter. 


%* more cars and trucks now on the road 
are FRAM equipped. 


You’ll see why it pays to sell Fram! 


FRaM Corporation 

Providence 16, R. I. 

Fram Canada Ltd. OL + AIR © FUEL » WATER 
Stratford, Ontario. 
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‘EXTRACTA” PUMPS 


THE MOST ECONOMICAL TROUBLE- 
FREE REMOTE PUMP EVER OFFERED 


TRIED @ TESTED © PROVEN 


YOU CAN'T GO WRONG WHEN YOU INSTALL 
GENUINE ORIGINAL RED JACKET "EXTRACTA" PUMPS 


RED JACKET "FIRSTS" 


@ %, H.P. REMOTE SUBMERGED GASOLINE PUMPS 
@ 1% H.P. REMOTE SUBMERGED GASOLINE PUMPS 


® % H.P. SUBMERGED BOOSTER PUMPS FOR EXISTING STATIONS 
USING SUCTION TYPE DISPENSERS 


@ EXTRACTIBLE SUBMERGED PUMPS THAT ELIMINATE PUMP PITS 
@ PUMPS THAT AUTOMATICALLY STOP WHEN STORAGE TANK IS EMPTY 


INSTALLATION AND OPERATING ADVANTAGES 


+ Save over $600 per station 5. Simplified electric control panel — 
: Be another Red Jacket "First." 
« Permits economical, unlimited 


flexibility in station design — smaller 6. '/ H.P. readily handles 
piping, larger tanks, greater bury 8 dispenser stations 
depth and | lateral 
sufig nee tase punaue 7. No mechanical seals or stuffing boxes 
« Quiet — out of sight — 
lubrication and maintenance free 8. Use of Red Jacket remote pumps 
no longer requires 6 or 8 dispensers 
+ No shut-off valves required in lines to iustity cost of remote type stations 
between pump and islands — Se R 
a Red Jacket “First.” . Underwriters’ Laboratories approved 


- For large and small stations 


- Complete, sturdily packaged with 
all necessary controls, manhole 
and fittinas 





TYPICAL REMOTE GASOLINE 
PUMP INSTALLATION 
(For new stations) 


RED JACKET MANUFACTURING CO. 
Petroleum Equipment Division 
P. O. Box 270 Davenport, lowa 
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you can meet any lubrication specification if you 


BLEND WITH ENJAY PARANOX® 


(DETERGENT-INHIBITOR ADDITIVES) 


Blended with Paranox, lubricants can be compounded to combine both minimum 

wear and maximum engine cleanliness characteristics. That’s why more and more 

refiners and blenders are relying exclusively on Paranox in formulating lubricants for 

heavy duty equipment and all engines that are subjected to tough operating conditions. 

Through years of intensive research and development work with manufacturers and 

oil companies, Enjay has developed the only complete line of high quality additives 

(Paramins®) that can assure maximum performance characteristics. Why not let 

this experience and know-how work for you? Contact the Enjay Company today. Pioneer in 

Petrochemicals 

ENJAY COMPANY, INC., 15 WEST Sist ST., NEW YORK 19, N. Y. 

Akron * Boston « Chicago * Los Angeles * New Orleans + Tulsa 


cae 
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Who can afford poor lighting... especially when 


GOOD LIGHTING COSTS LESS! 


CROUSE-HINDS service station floods 


pay-off in efficiency, economy, flexibility 


Poor lighting is always expensive: In the impaired speed and efficiency 


Typical Combination Mounting of of servicing cars. In the loss of “window-shopping” customers who are attracted 
Crouse-Hinds MDB-10 and MDB-14 : ‘ - 2 : 
Service Station Floods. to well lighted stations. In the failure to attract women drivers who will only 


stop at clean-looking, brightly-lighted stations. 


Crouse-Hinds MDB Series Floodlights are designed specifically for service 
station applications. Two types of lights and five lenses provide the most flexible 
station lighting system available. Pole mounting brackets, complete with terminal 
blocks, mount up to seven floods with ideal ease of installation, maintenance and 
future alterations. Lamp costs and power consumption are reduced to the same 
figure you would ordinarily pay for half the illumination with other systems. 


Crouse-Hinds new type SFL sign lighting floodlight # Write Today! 

delivers twice the light on the sign... with the >». for Service Station Lighting Bul- 
same size lamp! Bo AY: letin No. 2689, For down-to-earth 
Provides higher level illumination, unobstructed Hy} | lighting advice and product infor- 
view of sign, true color retention and is glare-free. mation just send a ptint of your 
Two models—adaptable to most signs: top, bottom station layout. A Crouse-Hinds 


: late -watt 1 ‘ Field Engineer is available to help. 
or side mounting; 150 to 300-watt lamps Or s00 2 Cubans titeie tian 


Psiisn\ CROUSE-HINDS company 


exclusively through 


Fi encom Main Office and Factory: Syracuse, N. Y. 


Crouse-Hinds Company of Canada, Ltd.: Toronto, Ont. 


i i Kansas City 
Offices: Baton Rouge Birmingham Boston Buffalo Chicago Cincinnati Cleveland Corpus-Christi Dallas Denver Detroit Houston Indianapolis 
Los Angeles Milwaukee New Orleans New York Philadelphi Pittsburgh Portland, Ore. SaltLake City St.Louis St.Paul SanFrancisco Seattle Tulsa 
Washington RESIDENT REPRESENTATIVES: Albany Atlanta Baltimore Charlotte Chattanooga Jacksonville Reading,Pa. Richmond,Va. Shreveport 


FLOODLIGHTING ° SIGN LIGHTING ° EXPLOSION-PROOF ELECTRICAL EQUIPMENT 








on 


SELECTED FOR THE ROCKWELL 
TEST STATION 


AT PITTSBURGH 


Rockwell's indoor proving room is equipped with 
EXCEL-SO Calibrating Tanks for controlled metering. 


In world wide service this famous 
EXCEL-SO product has proven 
itself as a scientific measuring 
instrument—not just an ordinary 
welded tank. It is designed and 
fabricated to meet the most exact- 
ing requirements—meter testing 
under laboratory conditions. In 
stationary, portable and high pres- 
sure service it insures greatest 
metering accuracy for petroleum 
products. Write Warner Lewis 


Company for further information. 


EXCEL-SO Calibrating Tank in service at world's largest ; 
meter and valve testing installation—Rockwell Test Station. . 


WARNER 
LEWIS 
Company 


yg 
+--+ --+4+— +- -4—4 


DIVISION OF greanm CORPORATION 
Representatives in all major cities. In Canada: FRAM CANADA, (TD. Stratford, Ontario 
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STANDARD TIME at point of origin. Time of receipt is STANDARD TIME at point of destination 
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1S LOADED FOR SALES 

RONG WITH DEALERS® 
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Big Ohio transporter switches to 
Carries 28,000 extra gallons per 
finds drivers prefer Butler 





F. J. Egner & Son, Inc., Galion, Ohio operates a 
fleet of 110 complete units for liquid hauling. 
Until a year ago, all equipment was steel with 


the majority of it truck-train transports. Twelve. 


Butler Aluminum Transports were added to the 
fleet last year with the following results: 


400 gallons of extra payload per trip are carried by 
each Butler unit. 


Driver time reduced in direct proportion to the 
extra payload carried. More gallonage can be 
delivered in fewer trips. Drivers spend less time 
per gallon delivered. 


License fees, which are based on the empty 
weight of the transport, have been reduced 35%. 
The Butler aluminum units weigh 7,000 Ibs. less 
than steel trains. 


Driver acceptance has been good, according to Mr. 
H. M. Egner, president of the firm. 
“Our men were leery of the larger capacity 


Butler units at first, but now prefer them to our 
steel trains,” comments Mr. Egner. “Because of 
their easier handling, we are using our Butler 
units for direct drops to service stations and to 
bulk plants.” 


More products carried. While Egner’s business is 
principally gasoline hauling, the non-corrosive 
feature of Butler Aluminum Transports has per- 
mitted the firm to handle additional products 
such as liquid fertilizer. 


Cleaner deliveries—Egner’s new Butler Alumi- 
num Transports can’t rust —won’t contaminate 
deliveries. 


BUTLER’S FLEET MODERNIZATION PROGRAM 

Find out how much more you can earn by up- 
grading your fleet with Butler Aluminum Trans- 
ports. Ask a Butler Transportation Specialist to 
bring you the details of Butler’s Fleet Moderniza- 
tion Program. Write or call the office nearest you. 
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Butler Aluminum Transports 
unit per month, cuts license fees 35%, 
units to lower capacity trains 


q 


Mr. H. M. Egner, president, says, “With all the 
operational advantages Butler Aluminum Trans- 
port have made possibie for our firm, we natu- 
rally plan to continue up-grading our fleet with 
# them in the future.” j x 
“Compared to the double tank trailers we used * ¢. INC 
to have,” says Mr. Homer Nye, Egner opera- 
tions manager, “our new Butler Aluminum 
Transports are easier to turn and back, have 
better visibility to the rear and there's less 
trouble on icy hills and in getting in and out of 
bulk stations.” 


F BUTLER: BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 
954 Sixth Avenue, S.E., Minneapolis 14, Minnesota 


913 Avenue W, Ensley, Birmingham 8, Alabama 
Dept. 30, Room 602, 103 Park Avenue, New York 17, New York 
Dept. 40, 3414 N. Harlem Avenue, Chicago 34, Illinois 


Manufacturers of Oil Equipment + Buildings » Farm Equipment + Dry Cleaners Equipment + Outdoor Advertising Equipment + Custom Fabrication 
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Back in 1922, Socony Mobil started to 

equip its drums with closures made by 

American Flange & Manufacturing Co. Inc., 

and when American Flange introduced Tri-Sure* 
Closures Socony Mobil became a pioneer user of this sure 
safeguard from leakage, seepage and tampering. 


Today, Socony Mobil Oil Company, Inc.,—one of the 
first users of Tri-Sure Closures for drums— now also uses 
“Tri-Sure” for pails and cans: the Tri-Sure K-T Can Closure, 
which provides two pouring sizes and makes cans easy to 
re-use; and the 7ri-Sure Reversible Spout Assembly, which 
features a reversible spout that is protected inside the pail 
during stacking for shipment and storage. 


Ss By" 


=> <Xrew Caps 
Seal g 


CLOSURES 


Socony Mobil’s fine line of famous 

products—the result of exhaustive re- 

search and advanced methods of refining— 

are an example of quality Vey receiving quality 

protection. And Tri-Sure’s record of performance in pro- 

tecting Socony Mobil products is a demonstration that 
can be used profitably by every shipper. 


Let the complete line of Tri-Sure Closures safeguard your 
complete line of products shipped in metal containers. 
When you order drums, pails, or cans always specify 
“Tri-Sure Closures”’. 


*The Tri-Sure Trademark is a mark of reliability backed by over 35 years 
serving industry. ‘Tab-Seal’*is a registered trademark of American Flange 
& Manufacturing Co. Inc. 














AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
CHICAGO, ILL. - LINDEN, N. J. + NILES, OHIO 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure $/A Indéstria e Comércio, Sao Paulo, Brazil 
American Flange & Manufacturing Co. Inc., Villawood, N. S. W., Australia 
Compania Mexicana Tri-Sure $/A, Avenida No. 1 y Piramide, Navcalpan, E. de Mexico, Mexico 
B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall $. W. |, London, England 
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FTC Probing Again—Federal Trade Commission 
promises an investigation of complaints by officials in 
Phoenix, Ariz., that recent gasoline price increases are 
unjustified. Mayor Jack Williams and the city council 
said they were “shocked” by increases ranging from 
1.5¢ to 3¢ gal. Governor Earnest McFarland joined 
them in asking an investigation. Phoenix petroleum 
retailers claim the big increase results from major com- 
panies stopping “dealer aid” discounts. A major-com- 
pany spokesman says there has been no change in the 
price of gasoline coming into Phoenix via the Southern 
Pacific Pipe Line. 
a 


Court Action—lIt’s possible that a few jobbers may 
use the Robinson-Patman Act to try to attack what 
they term “discriminative pricing.” Some suppliers, 
they charge, are selling gasoline to private-brand opera- 
tors (wholesaler-retailers) for less than to their own 
jobbers. Although one is branded and the other un- 
branded, the product is the same, they say. Claiming 
this practice is hurting their business, they are con- 
sidering a test case to see whether it is unlawful. 


S-11: Hardy Perennial—Rep. Wright Patman (D., 
Tex.) co-author of S-11, the “anti-good-faith” bill, is 
reported trying to resurrect interest on the House side 
the bill a new push next year. S-11 will probably 

a vote in the Senate this year. Patman had 

been reported unwilling to try to pry the 
mmittee in the House until the Senate 


New Cars, New Styles—This won’t be the “off-year” 
it was supposed to be for automotive styling changes. 
Heated competiti between Ford and 
Chevrolet—is forcing car makers to come up with 
relatively big style changes to bid harder for the con- 
sumer’s dollar. Detroit’s outlay for tooling may be 
close to $900-million, only about 15% less than the 
figure for 1957. The trend to flaring fins and multiple 
lights will continue. In construction, there will be more 
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From Air to Ground—Ethyl Corp.’s new avgas 
additive may be usable to supplement tetraethyl lead 
in motor fuel. It’s an organic compound of manganese 
that has given power gains of up to 20% in aircraft 
engine tests, and Ethyl expects it to be used eventually 
in addition to TEL to improve the octane number’ of 
car fuels. But the additive, tentatively named AK-33X, 
faces problems: its effectiveness as an antiknock agent 
varies widely with different gasoline base stocks, and 
“corrective agents” must be developed to overcome 
“engine durability problems.” : 


New Burner Coming—The burner manufacturing 
affiliate of a major oil company will introduce a brand 
new low-pressure oil burner packaged unit in time for 
fall promotion. Big feature of the new burner will be 
economy in fuel consumption. Up to now, this company 
has made only high-pressure burners. Its entry into the 
low-pressure field, some feel, will spark a trend to 
more low-pressure equipment. 


Texas Jobber Switching—One of the biggest jobbers 
in Texas, Barney Holland, Jr., will switch from Con- 
tinental Oil Co. to The Texas Co. this month. Holland’s 
Fort Worth jobbership supplies between 30 and 40. 
stations. Lone Star marketers say Texaco has been 
angling for a big Conoco jobber since it lost San 
Antonio jobber Leslie Neal to Continental two years. 
ago (NPN—Sept. ’55, p46). 


More Wilshire Expansion-—California’s Wilshire Oil 
Co., still consolidating its new empire (NPN—June, 
p172), is already planning further steps. Wilshire, per- 
haps the largest independent on the West Coast (thanks 
to heavy station acquisition this spring), is considering 
entering the Hawaiian market and building a refinery 
there. Other items on Wilshire’s expansion docket: A 
big promotional splurge, starting Sept. 1; eventual 
marketing coverage of the entire West Coast; petro- 
chemical processing, probably within a year and a half; 
possible offshore oil production ventures. Wilshire now 
relies entirely on crude purchases, chiefly on long-term 
contract for Middle Eastern oil. 


More Ahead of the News > 
3? 












Ahead of the News 





New Southwest Market Forces—Gas transmission 
company marketing operations in the Southwest are 
growing by leaps and bounds. Actual and rumored 
“deals” are giving rise to plenty of speculation: 

e Tennessee Gas Transmission is reportedly looking 
over Texas City Refining. TGT, which just bought 
Citizens Oil “to get controlled outlets” for its New 
Orleans refinery, is rumored to have plans for branded 
operations in the South and Southeast. It’s already 
branded in the Rockies. 

e Texas Eastern, buying La Gloria Oil and Gas, 
says it won't sell retail. But some marketers say the 
purchase—including the old McMurrey refinery in 
Tyler, Tex.—could be a forerunner. 

@ El Paso Natural is riding a booming marketing 
and refining expansion program in New Mexico. 

e Southern Natural is reported interested in the 
Suntide Refinery in Corpus Christi. 


Uniform Dipsticks by ‘59—Preparations to make 
dipsticks alike are getting under way, following ap- 
proval of a standardized design by the Society of 
Automotive Engineers. This had already been accepted 
by the API. While this okay is too late for 1958 auto- 
mobile models, speculation is that uniform dipstick 
markings will appear in ’°59 models. Possibly there will 
be some when mid-year changes are made in 58 cars. 
The purpose is to make servicing easier and more cer- 
taia. 
e 


Dealer Turnover Study—A systematic effort to get 
broad, solid information on the dealer turnover prob- 
tem is getting under way. An API study group has been 
assigned to gather data that may give reliable statistics 
on turnover and possibly produce information on the 
reasons. Results, at least preliminary, are expected by 
wmext spring. 


Case on Wheels—A major company is ex- 
‘perimenting with an all-glass movable display case for 
‘stations. A prototype model, ten ft. long and 44 in. 
wide at the base, was found too bulky for service station 
use. A smaller model, about half the original size, is 
now under consideration. A large supermarket chain is 
cooperating in developing the case, which is designed 
‘to hold more than 200 items ranging from TBA prod- 
ucts to toothpaste, baby oil and toilet soap. The case 
is shaped like an inverted pyramid, wider at the top 
than at the bottom. It is mounted on wheels and can be 
stored at night in a lube bay, and placed between two 
islands during the day. 


Principles to Work by—A statement of good mar- 
keting principles will be adopted by the API this year 
after much discussion and controversy. Individuals who 
accept the statement pledge themselves not to engage 
in sharp practices or misrepresentation, among other 





Texas Eastern Transmission Corp., despite heavy op- 


position from oil barge operators. During World War 
II, the line was also used for 


Texas to West (For more on Little 
developments, see une, p173.) 


Reward System Revival—A new effort may be 
made to bring about an 

designed to curb assault and at 
API was on the verge of adopting a 
pending a report by a professional law enforcement 
officer. Cincinnati Police Chief Stanley R. Schrotel’s 
report crushed the idea because he advocated tighter 
security measures instead. Moreover, he thought more 
data on station assaults was needed. A number of mar- 


; 
ri 





Atom-Powered Tanker Planned—Plans for a nu- 
clear-powered oil tanker are in the design stage after 
over a year of study, says a new British company. Of- 
ficials of Hawker Siddeley-John Brown Nuclear 
struction say the ship will be capable of delivering oil 
into a country like Britain more cheaply than a con- 
. Though capital costs of the vessel 
will be higher than for one with orthodox 
it will have the advantages of negli 


: 


propulsion, 
gible refueling costs 
and non-consumption of its own cargo, say the de- 
signers. 
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NPN PRICE AVERAGES* 
Refinery/Terminal 
(¢ per gal.) 






















July June July 
~”~ 3 

200 > GASOLINE a 1957** 1957 1956 
0 ae (regular) 12.50 12.60 12.13 
a Kerosine 11.43 11.50 10.92 
Distillate 9.96 10.04 9.33 
Residual 6.20 6.31 5.26 

7 DISTILLATE 4 principal 
> products 10.18 10.27 9.59 
80 s Lubeoil 24.17 24.17 22.69 

RESIDUAL ae 
; 40. <n pe en eee enn, cocenn, oeteen™ perbbi.) 3.19 3.19 2.84 
ob ae a ae Bee ee Saree a ne 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) July 1957* June 1957 July 1956 
Finished and unfinished gasoline (thous. bbl.) ........ ye 181,973 187,778 176,536 
Distillate fuel oil (thous. bbl.) ....... 2... 20... ccc cease 125,564 116,310 115,787 
YC ee, ess op dae oawhues 29,253 28,322 28,990 
pees Oe OM GUO, WED oo isc... os cwcbecccccccs 47,020 45,115 43,958 
Crude oil—-B. of M. (thous. bbl.) ....... 0.0.0... ccc cuee 279,025 277,532 277,008 

Refinery Activity 
Crude runs to stills (thous. bbl. daily) .................. 7,917 7,891 8,014 
Foreign crude included (thous. bbl. daily) ................ 1,169 1,089 1,028 
% of refinery capacity operated ........ 2.0... 0... c000e 88.0 88.4 93.9 

Refinery Output 
mpeeee (hous, BOE Gat... c) oo eau 3,779 3,909 3,878 
meee Clue. BN. We... a eek 250 263 296 
Distillate fuel oil (thous. bbl. daily) ..................... 1,824 1,745 1,767 
Residual fuel oil (thous. bbl. daily) .................... 1,105 1,132 1,066 

Crude Supply 

: ‘ U. S. crude oil production (thous. bbl. daily) .............. 6,910 7,244 7,090 
Crude oil imports (thous. bbl. daily) .................... 1,028 1,195 1,084 
*Through July 12, except crude stocks July 6. 
" Source of Data: API Weekly Reports, except 1956, Bureau of Mines. 

MONTHLY MARK 
0 ET TRENDS Latest Month Previous Month Year Ago 
Exports of crude and refined products (thous. bbl.) ........ 24,265 (Apr.) 32,245 10,702 
Average station gasoline price, ex tax (¢ per gal.) .......... 22.19 (July) 22.16 21.84 
Gasoline consumption (million gal.) .................... 4,558 (Mar.) 3,987 4,545 
Service station permits (number) ...................... 883 (Mar.) 718 842 
Passenger cars—domestic shipments (thous.) .............. 523 (May) 526 459 
Trucks and busses—domestic shipments (thous.) .......... 83 (May) 85 78 

Automotive replacement time shipments (thous.) ........ 5,203 (May) 5,218 5,166 
Replacement battery = cane a | ee eee ae 1,179 (Apr.) 1,254 1,368 
ce puraer shipments Quoi.) ....... 25.62. ke. 47 (Apr.) 44 51 
Service station sales (all on $-million 2.55... ... 1,255 (May) 1,192 1,090 
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Supply and Demand 
f 


‘Will Lubes Make a Comeback? | 


CONTINUING LAG in demand for Inbricating 
oils at refineries is causing concern in many oil 
| company councils, Under today’s conditions, the 
companies face two alternatives: 

e Find the means to promote greater use of 
products in the lubricating oil category. 

e, Adjust. refinery operations to recognize the 
low rate of increase in. lube oil demand, and hold 
inventories for the U. S$; at a point where they are 
not burdensome to the markets. 

The slowdown in lubricating oil requirements 
has been significant since 1951, following a rapid 
growth during World War II and the immediate 
years following. In 1951, total U, S. lube oil de- 
mand was 59,721,000 bbl., while total demand for 
all products was 2,728,465,000 bbl. Out of every 
46 bbl. of products refiners turned out, one was 
lube oil. 

By 1956, demand for all products was 3,362,- 
095,000 bbis., a growth of 23.2% since 1951 (see 
chart). Total demand for lube oils was 57,792,000 
bblis., about 3% less than in 1951. By 1956, the 
refiners’ lube oil market was one out of every 58 
bbl. of products turned out. 

It appears that the lag in demand will continue. 
Paul. Zumbrook, general manager of consumer 
sales at Sinclair Refining Co., estimates total re- 
quirements for 1957 at 57,800,000 bbl., same as 
for 1956. He places domestic demand at 44,- 
300,000 bbli., less than 1% larger than in, 1956. 
Export requirements are estimated at 13,500,000 
bbl., a little off from the 13,858,000 bbl. exported 
in 1956. 

Looking farther ahead, authorities see two prin- 
cipal factors deterring the growth in lube oil de- 
mand at U. S. refineries. 

' ‘One is the anticipated drop in demand for avia- 
tion motor oils as gas-turbine-powered aircraft 
comes into commercial and military service. This 
type of engine requires no crankcase oil as recipro- 
cating engines do. (At present, aircaft requirements 
are said to be about 5% of total lube oil demand.) 

A second limiting factor is expected to be a drop 
in lube export trade. Reason: much of the re- 
quirements in England and Europe will be taken 
care of by refineries there or elsewhere outside the 
U. S. Exports of these oils grew rapidly in the 
postwar years, from 6,575,000 bbl. in 1945 to 
17,429,000 bbls. in 1951. The over-all trend has 
been down since that year, however. 

technological 


There are sound and economic 


life. Equipment in which the oils are used has also 
been improved, tending to increase the life of the 
oil in use. Finished lubes have up to 5% additive 


Lube Oil Demand: Slowing Up | 
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products in them, on ithe average, this i 
their volume by that much over the stocks 

Automobile manufacturers now tell 
that eruaboaes Ginenaee hecaimane 
or 3,000 miles or more, as tek an he avery 
miles. The period between chassis lubrication j 
is longer. 

iene eee been changed 
many ways, reducing and sometimes ) 
entirely a former need for industrial oils. Electric «| 
power plants have replaced steam boiler plants, or 

power is purchased from a public utility. 

In the latter instance, the need for lubricants in’ ’ 
the power plant is eliminated, Diesel engines and | 
gas turbines are coming into ‘use for creating energy > 
in the industrial ; In the former, case, the. 
requirement is. tched from an industrial to an 
automotive type oil. 

Much current oil 
jem is along 
believe that 


> 
P aes 


o They believe the lie: bie encanto 
back to more frequent oil changes and 
cao lah te atk Weltoce te Yall ae” 
for their cars.. ea pce aay Mei 
panies see opportunities for expending use 
lubricating tye lle, A gam Belde s0 ent Seams 
corrosion prevention, and 


mission, re! 


operations. .-* © os 
NATIONAL PETROLEUM NEWS + August, 1957 





li’s “T” Time 
NOW is the time to modernize your tank trucks with 


improved A. O. Smith truck meters and work-saving 


functional accessories. Thousands are in service, daily 


proving their speed and accuracy and the dependabil- 


ity of the SMITHway Rotary Principle. 


Models to suit every requirement. All feature unitized 
construction which allows greatest possible flexibility 
in piping arrangements. For complete information, send 
for Bulletin 127-B. 


MODEL T-6 
MODEL T-10 


MODEL T-15 


Any combination of counters and functional acces- 
sories can be used on the above meters. They may 
be included from start or installed at a later date. 


Through research ...@ better way 


AO.Smith 


ene OR aoe 


METER PRODUCTS 


Factories: 5715 Smithway St., Los Angeles 22, California, P. 0. Box 500, 
Succasunna, N. J. Offices: Atianta 5, Ga., yncaee 4, Ill, Houston 20, Texas, 
Los Angeles 22, Calif., New York 17, N. Y. Canada: Toronto 12, Vancouver 1 
International Division — Milwaukee 1, Wisconsin. 


, 1957 *« NATIONAL PETROLEUM NEWS 








—__- \ttnn / 


fie Lae 


E eaWER,: 


oe 
‘\ aut SUPER Fug, a 
’ AN 


Sinclair customers and dealers enjoy a friendly relation- 
ship that builds good-will, brand loyalty, new business. 
And Sinclair's National Advertising pictures these natural, 
human-interest scenes. 


SWITCH TO SINCLAIR... 
IT PAYS OFF AT THE PUMPS! 


Every Sinclair Dealer can see himself represented 
in every advertisement in Sinclair’s great new 
campaign. Each ad shows him as a good neighbor, 
a good business man, a good man to know. And 
each ad builds business . . . brings new customers 
in for New Super Octane Power-X Gasoline. 


“Works like a free engine tune-up.” That’s the 
sales-making Sinclair Power-X story. And it’s 
being told to motorists in 36 states ... by 10,000 
announcements per week over 880 radio stations 

. .in hundreds of newspapers . . . on colorful bill- 
boards. And all of this advertising is dramatized at 
Sinclair Dealers’ Stations by action-getting point- 
of-sale promotion material. 


Switch, now, to Sinclair. Phone your Sinclair 
Representative. Or write or wire Sinclair Refining 
Company, 600 Fifth Avenue, New York 20, New 
York: Ask, too, about the Sinclair TBA franchise. 
It features Goodyear, the greatest name in rubber. 


Dino, the Sinclair Dinosaur says: 
“Drive with care and 
BUY SINCLAIR" 


‘leads the industry in dealer assistance”’ 
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NOJC Looks Different Now 


Fundamental changes are being wrought in the National Oil Jobbers Coun- 
cil. The character of NOJC inevitably will be affected by these changes, which stood 
out at the recent mid-year meeting. 


e Once regarded primarily as a “gasoline organization”, NOJC now 
offers appeal to fuel oil distributors. The creation of a fuel oil committee, on 
par with other major committees, demonstrates the emphasis NOJC is placing on 
the fuel oil segment. 


e NOJC appears less inclined to ask Washington to take up jobber 
grievances. Irritated by marketing pratices it considered injurious and unfair, 
a strong bloc of jobbers favored Washington intervention. Had it not been for 
jobber margin increases granted early this year, it is likely that NOJC would 
have asked Washington to act. 

The approach has changed sharply, though. “NOJC is now using a needle 
instead of a threat” is the new sentiment, voiced by E. J. Connable, chairman 
of the important economic concentration committee. That was the source of 
last year’s proposal that recourse be sought in Washington. 

The jobbers are no more conciliatory toward supplying companies than they 
have been. Some are less antagonistic. Many, however, now feel that they should 
try different approaches, such as persistent entreaties, direct pressure and tactical 
harassment to achieve results they hope for. 


e An upsurge of influence from eastern state groups is evident, with 
the conservative elements of the Empire State Petroleum Association and the 
Independent Oil Men’s Assn. of New England showing up prominently. Both 
associations have returned after withdrawing for brief periods over dissatisfaction 
with NOJC policy. They were briskly active in committees and the general sessions. 


e A “Help tis Jobbers Help Themselves” program has been proposed 
by Otis Ellis, NOJC general counsel. With his solemn advice went a warning 
and a criticism—a warning that jobbers justify their operations economically 
and a harsh criticism of distributors who have failed to adjust to the “marketing 
evolution” that’s been going on. 

At this stage of its growth, NOJC represents an intensive admixture of jobber 
elements-—from the conservatives to the extremists, from the lax to the highly 
efficient. While the balance is fairly even, the swing seems to be toward con- 
servatism, characterized by a spirit of let’s-handle-it-ourselves. 

(For more NOJC news, see pages 98-101 and 140-142.) 
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Private Brand ‘Action Group: It's 


The Independent Brand Gasoline Marketers Assn., barely a going 
concern, is already causing industry-wide controversy .. . 


“it will give the private branders 
religion and respectability” 


—A major executive 


“If they are trying to preserve their 
past way of life, they can’t get 
away with it. The branded jobbers 
will rise up against them” 

—A jobber association official 


THE INDUSTRY’S NEWEST association has no 
headquarters and no fixed policy—so far. But for 
a group that’s only a month old, the Independent 
Brand Gasoline Marketers Assn. does have some 
impressive assets: 


e Powerful members. The 20-odd companies in 
IBGMA include most top private branders, boast 
a combined total of over 3,000 outlets and better 
than 1.5-billion gal. a year (see figures on next 
two pages). 

e Representative structure. Individual volumes 
run from a high of over 230-million gal. to a low 
of about 12-million. Members market in 31 states; 
though the East and West coasts aren’t covered 


‘now, they may be eventually. 


e Money. IBGMA members will ante up $90,- 
000 to $100,000 for annual operations—a high 
budget for any trade group (half again as much as 
the National Oil Jobbers Council’s, for example). 


e Drive. IBGMA officers plan a policy meeting 
“as quickly as possible,” perhaps within the month. 
“This is no fire drill,” says president Gene Wil- 
liams, head of Indianapolis’ Gaseteria, Inc. The 
IBGMA will hold no entertainments or educational 
sessions, will meet at least four times a year strictly 
for business. “One thing we are all agreed on,” says 
secretary-treasurer Ron Peterson, general sales 
manager at J. D. Streett. “This will be an action 
group.” 


Objectives: Still Flexible 


What kind of action can the marketing segment 
expect from an organization with as many conflict- 
ing viewpoints and as many rugged individualists as 
IBGMA has? Says Gene Williams, “Actually we’ll 
be no different from the state associations in look- 
ing after their interests, or from the API in pro- 


“I'd expect this to be a conservative 
thing ... I'd be surprised if their net 
activities weren‘t constructive” 

—A major-company president 


“| wonder if the responsible opera- 
tors can straighten out the cut- 
throats in the business” 

—A branded jobber 


moting the oil industry as a whole. We have formed 
selfishly to protect our own welfare. We want pub- 
lic acceptance. We want representation. We want 
to be able to stand up in the courts and speak out.” 


Long-Range Aims—Williams sees three primary 
problems for IBGMA to tackle: 

1. Public misconceptions. “It’s not altogether 
true that our type of operator is cut-rate,” he says. 
“Most of us consider ourselves efficient gasoline 
marketers. As one man says, we are to gasoline 
marketing what A&P and Kroger are to grocery 
retailing.” 

2. Developing a position in the market place. 
“We need a code of living between the major class 
of competition and ourselves,” says Williams. “It 
has to be legal, of course. We hope to make our 
position clear so we can live and prosper.” 


3. Communication. “We want to be in a position 
to tell our story to any group,” Williams says. “The 
FTC, a congressional committee, or any other 
body. We think this is better than firing from 
the hip as individual companies.” 

Short-Range Aims— IBGMA has come fast 
since last April, when men from 17 independent 
chains met at French Lick, Ind., to discuss the idea 
of organizing. Meeting again in St. Louis early in 
July, the same group spent all day at Schneithorst’s 
Restaurant drawing up bylaws. It also elected of- 
ficers (Williams, Peterson, and Harold Johnson, 
Clark Oil & Refining’s assistant general sales man- 
ager, who will serve as vice president). 


Next steps on the group’s agenda: to hire an ex- 
ecutive secretary and/or legal counsel, firm up poli- 
cies, enroll new members. Ohio’s Bonded Oil is the 
group’s first non-founding member; several others 
are following Bonded in. For the present, says 
Williams, West Coast membership won’t be solicit- 
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A Big New Marketing Force 


ed (“We don’t know what value we would be to 
them’’). It’s too soon to tell about the East, he says, 
but at any rate the IBGMA sees its combined 
membership potential as about 5,000 outlets. 


Reaction: Genera‘ly Good, But... 


Most marketers are responding favorably to the 
formation of IBGMA—with reservations. A few 
are suspicious. Many still haven't had time to 
consider the implications at all. 

In Favor—One school (notably major market- 
ers) thinks IBGMA will help steady the market, 
and feels relieved about it. Says one top major ex- 
ecutive, “When you have to live with the private 
branders, maybe it’s better to live with a group 
that knows what it’s doing. Instead of going off on 
tangents, like some of the hotheads do, maybe they 
will avoid the extremes. 

“Some of these boys are getting pretty big. Some 
have been crossing swords, to the detriment of 
everybody. If they went untrammeled, they would 
knock each other off, and knock some of us off 
too. I think if they get an awareness, they will be 
more orderly in the things they do.” 

Another major man sees several positive vir- 
tues in the new group: “It will give them religion 
and respectability,” he says. “It will make it easier 
for us to work with them, just as NOJC has made 
it easier to work with jobbers. The group gives a 
solid form to present our case to, and it can speak 
up on legislation where we can’t open our mouths.” 

Other comments by major officials: 

e “I can understand their concern about state- 
ments and allegations made about them at hearings. 
I'd expect this to be a conservative thing and think 
that branded marketers should feel the same way. 
I'd be surprised if their net activities weren’t con- 
structive.” 

e “No one is going to let them run away with 


all the business. But some of them try it and wreck 
markets. If they have a strong organization, per- 
haps they can talk economics without breaking the 
law. They should have a strong economics depart- 
ment to work for them.” 

Many jobbers share the hope that the new group 
will help stabilize markets. And one jobber official 
is downright enthusiastic about IBGMA; “Those 
marketers need it the worst way,” he says. “The 
branded groups have made them out as a lot of 
cheap cut-raters and have been talking them down. 
I think they are as American as anyone you can 
find because they represent real free enterprise. It’s 
true that some are shady operators, but there are a 
lot of good unbranded people. 

“The biggest problem is the accusation that the 
majors favor them against the branded marketer. 
They fear legislation that will dry up their supply.” 

Opposed—‘I think they have made a mistake in 
forming an organization,” says one jobber associa- 
tion official emphatically. “For some time a split 
has been growing between branded jobbers and 
multiple-state private branders. I’m afraid this may 
accelerate it. 

“If they are trying to preserve their past way 
of life, they can’t get away with it. The branded 
jobbers are going to rise up against them. They 
have kept markets torn to hell for 10 years, cer- 
tainly for the last five years.” 

A few major people are watching with equal 
suspicion. One says, “Maybe they are thinking of 
creating a national brand or developing a coopera- 
tive purchasing plan. They have created havoc in 
their time. They are the roughest thing we have to 
face, the biggest problem we have. We have got 
to be more competitive in meeting them. I hope 
that as a result of this organization they don’t get 
any rougher.” 

Another says, “This is an alarming development 


"We want public acceptance. We want representation. 
We want to be able to stand up in the public courts and 


speak out." 


GENE WILLIAMS, president 


Independent Brand Gasoline Marketers Assn. 
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(Begins on page 94) 


because it will be a disruptive force. The independ- 
ents are gaining too much strength for the good of 
the industry.” 

On the Fence—Others are just waiting to see 
what happens. One industry official thinks “a lot 
will depend on who they get for executive secre- 
tary. If they get a level-headed guy, they can do a 
lot of good for themselves and the industry. If they 
get the wrong guy, he can cause a lot of trouble.” 

A marketing manager in the Southwest says a 
great deal of good could come of the group, then 
adds: “Frankly, that is the view we have to express 
and hope for. But if they are inclined to run to the 
lawmakers, or use their combined power as a threat 
to the rest of the industry, they will do more harm 
than good.” 

And a branded jobber poses a blunt question: “I 
wonder if the responsible operators can straighten 
out the cut-throats in the business.” 


Strength: Potentially Great 


Put the 17 founding members of IBGMA to- 
gether and you get an impressive combination (best 
estimate: 3,123 outlets, 1.575-billion gal. gasoline, 
340-million gal. fuel oil). Add on some of the 
newer members and the total becomes even big- 
ger. Bonded Oil alone, for example, reportedly 
does over 40-million gal. a year. 


IBGMA can already claim the lion’s share of 
important private branders east of the Rockies. 
Only a handful of really big marketers remains out- 
side. In Michigan, there are two: Speedway Petro- 
leum (750 outlets) and Leonard Refineries (400). 
They’d “probably be welcome to join,” says Gene 
Williams. In New England, the 600-outlet Jenney 
Manufacturing is watching IBGMA, but isn’t plan- 
ning to join. 

In the Midwest, there are a couple of big chains 
in the 100-million-gal. class—Dixie Distributors 
and Central States—and about a dozen more in the 
under-50-million category. Several may be IBGMA 
members before long. 

What Direction?—-IBGMA has a big bandwagon, 
but some marketers wonder if the horses assigned 
to draw it will pull in the same direction. There’s 
a high degree of individualism in the group, they 
point out. 

For instance, Site Oil’s Phil Siteman—a director 
of the association—is a strong exponent of divorce- 
ment legislation. Others in the group are equally 
strong in opposition. Will they conflict? 

Keeping the horses pulling together will be one 
of president Gene Williams’ biggest jobs. Williams 
was one of the driving spirits behind IBGMA from 
its inception (others: Siteman, Harold Johnson of 
Clark, A. B. (Bob) Hudson, Martin Oil Service’s 
Harold Martin)... 


Tall, frizzly-haired Gene Williams is a meticulous 
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man who “thinks like a comptometer,” according to 
an associate. Only 34, he’s headed Gaseteria, Inc., 
since last November, when his father—Russel S. 
Williams*—was killed in an airplane crash (NPN 
—Dec., p99). Williams is a B.S. graduate of Indi- 
ana University who started learning the industry at 
the bottom with Gaseteria. He flew 35 combat mis- 
sions as a fighter pilot in Europe during World War 
II, was discharged as a first lieutenant in 1945. 
Back with Gaseteria, he became vice president in 
charge of legal, purchasing, real estate and general 
accounting. 


Future: What IBGMA Makes It 


Between solving its own problems and those 
handed to it by other segments of the industry, 
IBGMA has a big challenge ahead. 

Expansion—Membership rolls are likely to grow 
steadily for a while. For many independents, 
there’s a competitive incentive to join; says one, 
“T’'ll nose my way into the association, not for any 
benefits, but just to know what they are thinking 
about and doing.” 

IBGMA will have to decide for itself whether to 
extend its coverage to the West and Northeast. In 
the West, it might find a receptive audience. Dan 
Lundberg, executive secretary of the Southern 


* Founder, back in NRA days, of another IBGMA— 
Individually Branded Gasoline Marketers Assn. The 
group met informally, held its final meeting in 1948. 
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California Self Serve and Multiple Pump Assn., 
says his group would give careful and thorough con- 
sideration to an invitation. 


Northeast independents might not be as interest- 
ed. There are fewer chains, for one thing; indepen- 
dents shy away from the area because there’s less 
supply flexibility and more saturation by majors 
there. Moreover, says a New Jersey private brander, 
“Such an association might help us, but only along 
one line—setting a standard price for all indepen- 
dents. And that would be illegal.” 


Protection—Most marketers think the new 
group’s most important function will be to protect 
its members against changes in the supply picture. 
This depends mainly on warding off legislation that 
would hinder them from buying from majors (many 


buy on contract; only three—Clark, Erickson and 
Western Oil & Fuel—own, or affiliate closely with, 
refineries ). 


It also depends on developing marketing practices 
that won’t antagonize the majors. One friction 
point between majors and private branders has been 
the retail differential. A 2¢ spread seems to be the 
“‘live-and-let-live” point. One major sales manager 
sums up the present situation this way: “These 
independent people have had a wonderful seven or 
eight years. As long as we hold an umbrella over 
their heads, they will. They have had a good, long 
margin to work on. Now maybe they’re concerned 
that the umbrella will be taken away.” ® 





The Jobber Must Help 


Himself—To Survive 


That's the view of one of the jobber’s best friends, 
Otis H. Ellis, general counsel of NOJC. Ellis says: 


@ The jobber is not doing enough now to help himself 


become more efficient 


@ What's worse: Most jobbers don't know they must 
improve or face eventual elimination .. . 


UNLESS THE TREND to direct marketing by 
suppliers is slowed down, there’s no real future in 
oil marketing for the jobber. This is particularly 
true in metropolitan areas — and could eventually 
hit the rural areas. 

That’s the way Otis Ellis sizes up the situation 
today. 

The path to survival, Ellis believes, lies in the 
jobber’s ability and willingness to increase the 
efficiency of his own operation. 

“We can’t expect suppliers to help jobbers, unless 
they make some moves on their own,” he said at 
the recent convention of National Oil Jobbers 
Council. 

Ellis believes jobbers’ basic troubles should be 
divided into three categories: 

1 — The jobber’s troubles with himself. 

2— Problems the jobber can help solve, but 
which require the help of others for “complete 
solution.” 

3—Problems that are “created by others and 
are beyond solution by the jobber either in whole 
or in part.” 

Here’s how Ellis analyzes them: 


Problem: The Jobber Himself 


Most jobbers don’t recognize the “life and death 
threat” of direct marketing or their own need to 
improve, Ellis believes. He cites this as the biggest 
bottleneck to jobber survival. 

“There are all too many jobbers who are failing 
or refusing to help themselves either because of 
lack of initiative, lack of knowledge, laziness, lack 
of executive ability, or some other cause,” he 
charges. 

“Even some good jobbers are so concerned with 
the immediate, day-to-day problems they just 
haven’t looked at this from an over-all viewpoint.” 

“Too many jobbers refuse to recognize that we 
are in the course of an evolution in the marketing 


and distribution of petroleum products,” Ellis says. 

Ellis’ description of jobber shortcomings high- 
lights some of the points in this evolution: 

“There are jobbers who still persist in wanting 
to market products in the same way and manner as 
they did 20 years ago . . . who persist in carrying 
their office in their head . . . How can any jobber 
know what phases of his business are making 
money, what is breaking even, and what is losing 
money, without an adequate set of accounting 
records? 

“How many jobbers today either fail or refuse 
to engage in adequate training programs either for 
themselves or for their dealer customers? 

“How many jobbers are there who recognize that 
the economic pressures on some of the supplying 
companies are becoming greater and greater every 
day in pushing them toward direct distribution 
rather than using jobbers? 

“There are all too many jobbers who feel that 
their supplier could well afford to allow him 4¢ 
per gal. for distributing gasoline, although the 
supplier might do the same job himself, for less . . . 
How many jobbers have thoroughly analyzed their 
business? . . . How many jobbers have taken 
advantage of the many services . . . offered by their 
suppliers? 

“I am afraid that the answers to many of these 
questions could be summarized by the statement 
that there are too many jobbers who spend too 
much of their time complaining about conditions 
and too little of their time in an endeavor to change 
those conditions to the maximum extent possible.” 

Help Yourself — Ellis urged NOJC to come up 
with a new program to “Help the Jobber Help 
Himself.” 

“Possibly the first thing that should be done 
would be for us . . . to bring home to the individual 
jobber the understanding and belief that he must 
improve his ways or fall by the wayside. If we 
can do that, then possibly the jobber is then ripe 
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to receive all of the learning that is available and 
by putting this learning into practice, he can then 
justify his existence in the industry on a basis of 
cold-blooded economics.” 

Step two in Ellis’ plan calls for helping the 
jobber get the necessary information and tools 
that will enable him to become more efficient. 


Problem: Getting Help From Others 


Here are the problems cited by Ellis where 
the jobber will need help from others for solution: 
direct competition by suppliers (as it hits efficient 
marketers), lack of expansion capital, higher costs 
of doing business, higher prices of crude oil and 
products, and short-term station leases. 

“We must push with all vigor to . . . impress 
every supplying company with the necessity of 
establishing jobber-supplier committees who will 
direct their activities toward solution of problems 
rather than white-washing problems . . . Jobbers 
could do the same with their dealers,” says Ellis. 


He praises suppliers who have taken steps to 
improve understanding. He says the Council “has 
come a long way in gaining a receptive ear in 
the ivory towers occupied by suppliers,” but there’s 
still a lot to be done. 

Ellis is urging a “thorough study of what has 
been done, who is doing it, and what should be 
done in the future . . . instead of continuing a 
rather haphazard plan of developing better rela- 
tionships between jobber and supplier.” 

He wants a “concrete plan” to tell what the 
jobbers’ problems are with the industry, and the 
industry’s problems with the jobber. 


> 


Problem: Beyond Jobber Control 


Many jobbers won't like Ellis’ list of the prob- 
lems they can’t do anything about. Number one 
is “several supplying companies” who don’t like 
jobber distribution. He also includes overproduc- 
tion, excessive refinery runs, crude oil prices, 
commercial accounts and overbuilding. Margins 
fall here too, “after the jobber has done every- 
thing” he can too become more efficient. “There 
is little or nothing” the jobber can do about the 
price of crude oil and product, says Ellis. “despite 
the fact that this arrangement of pricing is the 
source of some of the jobbers’ biggest problems.” 


But he suggests “there are some indirect methods 
which we may resort to . . . prodding those who 
can do something about these problems or by 
turning the spotlight on their failure to do so. Of 
course, as a last resort, the jobber can seek legis- 
lative aid, either local or national.” 

“I am convinced that if we would apply our- 
selves to reaching at the roots of these day-to-day 
problems, then many of them will vanish or at 
least be minimized to a state we can live with. . . 
supplying companies will become aware. of these 
efforts and will in turn lend their best efforts to- 
ward solution . 
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“Too many jobbers refuse to recognize that we are 
in the course of an evolution in the marketing and 
distribution of petroleum products.” 

Otis H. Ellis 


“Unless we come up with some long-range, 
realistic programs designed for becoming better 
jobbers, and then demanding a rightful place within 
the industry for such jobbers, you might as well 
disband this Council.” 


How the Majors See it 


Ellis’ views on the jobber’s future aren’t unusual 
in the industry. Many major company men pri- 
vately agree. So do some jobbers. But this was 
the frankest talk ever heard in public. 

The major company view involves pure eco- 
nomics — “There isn’t a major that can’t beat out 
a jobber operation, if they really want to,” says one 
vice president. Most jobbers, of course, would 
disagree and say they can operate more efficiently 
than suppliers — “all things being equal.” 

“But when are they ever equal?” asks a jobber 
official. 

Some observers note that many of the leading 
majors are the least jobber-minded companies. 

It’s not all one-sided, of course. Many majors 
want to keep their jobbers in business. This is 
largely economics too — it takes a lot more money 
or direct operation. And some majors are con- 
vinced that the small businessman is a must — es- 
pecially with the oil industry’s public relations in 
sad shape. 

These majors say there will always be a good 
future for the “really efficient” jobber. But even 
some of the strongest jobber supporters agree that 
many jobbers who are inefficient think they are 
efficient. One official says: “Many jobbers can see 
the handwriting on the wall, but they think it’s 
addressed to somebody else.” s 





Here's the Newest NOJC Survey 


TO SUPPORT the contention that jobbers are 
caught in a profit squeeze, National Oil Jobbers 
Council is offering its newest cost-profit survey. 
This one shows a 1956 profit before taxes of 2.13% 
of sales, against 2.67% in 1955. NOJC leaders 
regard this as too low in relation to investment. 


> Operating statement by products 


(86 companies reporting) 


GASOLINE 


Sales, Less Discount 
Cost of Sales 
Gross Profit on Sales 
Expense: 
Delivery 
Bulk Plant 
Sales 
Administrative 


Total Expense 
Profit from Operations 


FUEL OIL 


Sales, Less Discount 
Cost of Sales 
Gross Profit on Sales 
Expense: 
Delivery 
Bulk Plant 
Sales 
Administrative 


Total Expense 
Profit from Operations 


OTHER PRODUCTS 


Sales, Less Discount 
Cost of Sales 


Gross Profit on Sales 





Expense: 
Delivery 
Bulk Plant 
Sales 
Administrative 
Total Expense 
Profit from Operations 


TOTAL 


Sales, Less Discount 
Cost of Sales 
Gross Profit on Sales 


Expense: 

Delivery 

Bulk Plant 

Sales 

Administrative 

Total Expense 

Profit from Operations 
Other Income 
Net Profit Before Taxes 


100 


1955 
% of Sales 


1956 
% of Sales 





100.00 % 
85.45 


100.00 % 
86.59 





14.55 


13.41 





4.02 
1.59 
3.51 
4.43 


3.16 
1.73 
3.47 
3.96 





13.55 


12.32 





1.00% 


100.00 % 
78.23 
21.77 


6.20 
+ as 
4.01 
5.82 


1,09% 


100.00% 
80.61 
19.39 


6.62 
2.14 
3.41 
4.87 





18.60 


17.04 





3.17% 


2.35% 


100.00 % 
84.47 





15.53 





3.13 
1.97 
4.12 
4.41 





14.23 





2.70% 


100.00% 
82.04 


1.30% 


100.00% 
84.89 





17.96 


15.11 





5.01 
2.06 
3.78 
5.03 


4.10 
1.86 
3.50 
4.22 





15.88 


13.68 





2.08 
59 


1.43 
70 





2.67% 


2.13% 





The survey was compiled by NOJC’s uniform 
accounting subcommittee, headed by T. H. Albene- 
sius, Jr., Coastal Terminals, Charleston, S. C. It’s 
based on 168 reports from jobber companies — 
86 of them long forms, 82 short forms. The 1955 


figures were based on 96 reports. 


> Analysis of operating expenses 


Delivery Expense: 
Wages, Salary or Commissions 
Payroll Tax 
Truck Maintenance and Repairs 
Truck Operation 
Truck Depreciation 
Truck Licenses and Insurance 
Insurance 
Supplies 
Miscellaneous 


Total Delivery Expense 





Bulk Plant Expense: 
Wages and Salary 
Payroll Tax 
Plant Maintenance and Repairs 
Plant Depreciation 
Insurance 
Rent 
Stock Loss 
Power, Light and Heat 
Property Taxes 
Miscellaneous 


Total Bulk Plant Expense 





Sales Expense: 
Wages and Salary 
Payroll Tax 
Station Equipment—Upkeep 
Station Equipment—Depreciation 
Insurance 
Car, Travel and Entertainment 
Advertising 
Property Taxes 
Miscellaneous 


Total Sales Expense 





Administrative Expense: 
Wages and Salary—Office 
Salary—Officers and Owners 
Payroll Tax 
Car Operation 
Office—Maintenance and Repairs 
Depreciation—Office 
Insurance 
Rent, Office Supplies and Postage 
Water, Light and Heat 
Travel and Entertainment 
Telephone and Telegraph 
Interest 
Legal and Audit 
Dues and Subscriptions 
Directors’ Fees 
Miscellaneous 


Total Administrative Expense 





1955 1956 





2.03 











.08 
07 
04 
08 
16 
18 
.08 
09 
1S 
21 
10 
06 
01 
17 





5.03 4.22 
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of Jobber Costs and Profits 


> 


MIDWEST 
Sales 
Cost of Sales 


Gross Profit 
Expense: 


Salaries (Excluding Owners 


and Officers) 
Depreciation 
Other Expense 


Total Expense 
Net Profit from Operations 


Other Income 


Net Profit Before Taxes 


SOUTH 


Sales 
Cost of Sales 


Gross Profit 
Expense: 


Salaries (Excluding Owners 


and Officers) 
Depreciation 
Other Expense 


Total Expense 
Net Profit from Operations 


Operating statement by geographical location 


(168 companies reporting) 


1955 1956 EAST 
(48 Cos.) (49 Cos.) 


100.00% 100.00% Sales 
81.61 82.35 Cost of Sales 
18.39 17.65 Gross Profit 
Expense: 
Salaries (Excluding Owners 

5.78 and Officers) 

1.41 Depreciation 

6.58 Other Expense 


15.32 13.77 Total Expense 


3.07 3.88 Net Profit from Operations 
1.19 .20 Other Income 


4.26% 4.08% Net Profit Before Taxes 




















1955 1956 TOTAL 
(42 Cos.) (41 Cos.) ee ee 
100.00%  100.00% Sales 
84.63 86.05 Cost of Sales 
15.37 13.95 Gross Profit 
Expense: 
Salaries (Excluding Owners 
3.97 and Officers) 
1.78 Depreciation 
5.00 Other Expense 


13.31 10.75 
2.06 3.20 














Total Expense 





1955 1956 
(6 Cos.) (11 Cos.) 





100.00%  100.00% 
81.66 83.55 


18.34 16.45 








6.31 
1.37 
6.14 
15.03 13.82 





3.31 2.63 
5 .63 





3.82% 3.26% 


1955 1956 
(96 Cos.) (101 Cos.) 


100.00%  100.00% 
83.30 84.18 


16.70 15.82 











5.03 
1.58 
5.80 


14.18 12.41 
2.52 3.41 








Net Profit from Operations 
Other Income 85 41 


Net Profit Before Taxes 3.37% 3.82% 


Other Income .65 54 








Net Profit Before Taxes 2.71% 3.74% 


> Operating statement by geographical location and volume 


(168 companies reporting) 


Midwest South East Total 


Under Two Over Two Under Two Over Two Under Two Over Two Under Two Over Two 
Mil. Gals. Mil. Gals. Mil. Gals. Mil. Gals. Mil. Gals. Mil. Gals. Mil. Gals. Mil. Gals. 


Sales 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 100.00% 
Cost of Sales 81.68 82.52 86.91 85.89 90.21 83.31 84.20 84.18 


Gross Profit 18.32 17.48 13.09 14.11 9.79 16.69 15.80 15.82 














Expense: 
Salaries (Excluding Owners’ 
and Officers’ Salaries) 4.11 6.21 3.46 4.06 : 6.43 3.79 5.26 
Depreciation 1.65 1.35 2.00 1.75 ; 1.38 1.79 1.54 
Other Expense 6.79 6.52 4.49 5.09 : 6.28 5.66 5.83 


Total Expense 12.55 14.08 9.95 10.90 2 14.09 11.24 12.63 | 


Net Profit from Operations 5.77 3.40 3.14 3.21 57 2.60 4.56 3.19 
Other Income 32 17 59 53 3 .64 44 41 


Net Profit Before Taxes 6.09% 3.57% 3.73% 3.74% 3.80% 3.24% 5.00% 3.60% 











® Previous NOJC surveys reported net profit after 
taxes. However, because of differing tax levels 
among reporting companies, the uniform account- 


ing subcommittee has switched to the before-tax 
figure. The 1955 totals have been refigured to 
conform to this standard. 
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Brief But Significant 


@ An electronic computing system 
called IBM 705 (above) will be used 
by Esso Standard Oil Co. in a new 
marketing data-processing center to be 
built in a Baltimore suburb. 

Esso’s 10 sales division headquar- 


ters in 18 states will send data on 
sales invoices and reports, payroll and 
stock accounting to the center by 
leased wire. They can be processed by 
the system at nearly a million digits 
per minute. 


SIGNIFICANCE: Esso, the first oil marketer to turn all market data work over to 
electronic brains, expects big gains in speed and accuracy. Management will get 
sales and cost reports sooner, and information not presently available will be com 
piled. Other accounting procedures may also be adapted to the system. 


@ A study by the Senate antitrust 
subcommittee shows the four largest 
oil refiners had only 33% of the total 
market in 1954, compared with 37% 
in 1947. The top eight refiners’ share 
dropped from 59% to 56% in the 
same period. In the national economy, 
on the other hand, the 50 largest com- 
panies of all types increased their 
share of total value added by manu- 
facture from 17% to 23%. 


SIGNIFICANCE: The figures indicate 
that the industry is becoming more 
competitive—not less so, as critics 
claim. Comparison with the national 
trend underscores the point. 


@ The newest entry into the prefab 
service station field is Avco Manufac- 
turing’s American Kitchen Division, 
touting a two-bay, porcelain enamel 
(inside and out), 28’ x 40’ unit to be 
priced at less than $15,000. The AK 
division does $25-$30 million now, 
expects its new product to earn $12- 
$15-million a year within three years. 


SIGNIFICANCE: The prefab idea has 
been popular, but the reluctance of a 
number of marketers to accept a 
single design has been a deterrent. If 
an aggressive drive overcomes this 
notion, a prefab boom could follow. 


102 


@ A Midwest major is using a new 
method of jobber pricing. The price 
is built up from the lowest broker’s 
offering on Great Lakes Pipe Line, 
adding tariff plus a factor (about 
0.5¢) for “public acceptance” of the 
major’s brand name. 


SIGNIFICANCE: The method avoids 
rigidity resulting from failure of re- 
finers’ prices to reflect wholesale price 
changes. It’s meant to keep jobbers 
from being tempted by low-price spot 
gasoline. 


@ Jet fuel consumption increased 
seven times in the last five years 
against a 40% increase for aviation 
gasoline, says a Caltex expert. Jet fuel 
demand is now 105-million bbl. a 
year, against 102-million bbl. for 
avgas. 

SIGNIFICANCE: For the first time, jet 

fuel demand is ahead of avgas. 


@ Latest Virginia guaranteed octane 
report shows 14 companies marketing 
gasoline with ratings of 98 or more. 
Mid-March report showed only 7. 


SIGNIFICANCE: Multigrade and super- 
premium competition has sent the 
octane race into new gyrations. 


@ About 35 Standard of Ohio sta- 
tions have been switched from salary 
to commission basis. No limit has 
been put on the number of Sohio 
stations that may eventually be 
switched and a number of high-gal- 
lonage outlets may be involved. 


SIGNIFICANCE: Sohio is experimenting 
with incentive management as a means 
of making stations live up to their 
full potential. The company has more 
salaried stations (almost 350) than 
any marketer east of the Rockies. 


@ Kefauver subcommittee is investi- 
gating so-called “administered pric- 
ing” industries—those where prices 
are not directly responsive to supply 
and demand. No legislation is ex- 
pected to result from the inquiry, 
though it may develop ammunition 
for use against oil and other indus- 
tries. 


SIGNIFICANCE: Though the steel in- 
dustry is the main target, oil may get 
hit in the final report. So may the 
Eisenhower administration’s “hard 
money” policy, on grounds that it 
discriminates against small business. 


@ Tidewater Oil Co.’s western divi- 
sion has accomplished its switchover 
to centralized mechanized accounting 
without slipping behind on billing—a 
remarkable achievement, in view of 
the trouble some companies have had. 


SIGNIFICANCE: Secret, says Tidewater 
was retaining old accounting staff to 
run the new machines. In emergencies, 
the company’s accountants were pre- 
pared to go back to manual pro- 
cedures. 


@ Sinclair Refining Co. has reorgan- 
ized its marketing department. Marc 
Braeckel becomes executive vice pres- 
ident in charge of marketing in a top- 
level promotion. Other new appoint- 
ments revamp the department by class 
of trade rather than product. Sales 
districts are renamed divisions, areas 
become sales districts. 


SIGNIFICANCE: The change is designed 
to sharpen lines of authority within 
the company, lend more flexibility to 
marketing operations. 





For profits, do it yourself 

That's the philosophy of Howard Swan- 
son, major executive turned jobber. See 
how he does it on page 105 
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Lights that express Independence! 


Lights from the globes of Ashland Oil & 
Refining Company convey a message of 
freedom, too! For no other supplier offers 
its distributors, jobbers, and marketers such 


ASHLAND OIL& © 
REFINING COMPANY 
: ALTON, ILL, 528 Henry Street— BUFFALO, W.¥., 800 
complete freedom of operation, along with Elicott Square —CHICAGO, ILL, 6 N. Michigan Ave.— 


such high quality petroleum products and CINCINGATY, ©, 140 Paces Ranetve Genk ily ~ 
i CLARKSVILLE, IND., 214 Center St. --CLEVELAND, 0. 

success-tested merchandising plans. Standard Bidg.— DETROIT, MICH., Dearborn P.O. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 0., 

If you are interested in being a leading inde- 1 ee 
1202 S, Third St.— NASHVILLE, TENN, 5 E. Main — 

pendent . . . call us now! PADUCAH, KY.— PITTSBURGH, PA. 711 Park Bldg" 


Zhe Independent Brand for Independents 
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completely uniform lining...drum after drum after drum! 


It’s been checked out again and again in 
Rheem laboratories. It’s been proved time 
after time on rough and tumble test-trips 
in the field. 

When a drum lining is applied by the new 
Rheem Centrifugal Spray Process, all sur- 
face areas are—and stay—completely and 
uniformly coated! And that goes for any 
new Rheem drum lining you put under the 
gage too. For this new process is so fully 
automatic, linings can’t vary from one drum 
to the next, one day to the next. 

Indeed, Centrifugal Spraying is a vast 
improvement over all other lining methods. 
It uses no air, thus eliminating grease, dust, 
and dirt—a major problem with linings ap- 
plied by the conventional system. 


YOU CAN RELY ON ) 


Rheem engineers check uniformity of linings with super-sensitive film thickness gage. 


New Rheem Centrifugal Spray Process gives you a 


It eliminates pinholes and blisters. It 
eliminates chance for human error. And 
Centrifugal Spraying—teamed with the new 
Rheem vertical oven — makes possible a cur- 
ing job never before equaled! 

Remember — only the new Rheem Centrif- 
ugal Spray Process gives you: (1) Uniform 
lining thickness—controlled to within .1 of 
a mil. (2) Uniform viscosity of lining mate- 
rials with lower solvent content. (3) Uni- 
form application. There’s no air turbulence 
because there’s no air used in the spray and 
no drum rotation. Spray always travels the 
same distance to coat all surfaces. (4) Uni- 
form curing—thanks to vertical, 3-stage 
ovens with controlled air flow and tem- 
peratures. 


New Centrifugal Sprayer spins off a con- 
tinuous curtain of finely atomized lining 
material at a controlled, uniform rate. 


WORLD'S LARGEST MAKER OF STEEL SHIPPING CONTAINERS 


For full details write: Rheem Manufacturing Co. 
Container Division, 1701 Edgar Road, Linden, N. J. 


Plants and Sales Offices: Richmond and South Gate, Calif. « Chicago + Linden, N.J. « New York « Houston + New Orleans + Sparrows Pt., Md 
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Management 


You may not agree with all the ideas of Illinois jobber 
Howard Swanson (left). But they work for him and they 
might work for you. They're shaped by Swanson's 
unique background: he was general sales manager of 


Shell Oil before becoming a successful jobber 


Do It Yourself and Make More 


That's jobber Swanson’s basic principle, and he’s tripled his gallonage 
on it. Here's the rest of his recipe for management efficiency: 


®@ Hire as few employes as possible 

® Keep looking for new ways to cut costs 

@ Make the most of your supplier and his brand 

®@ Forget business that doesn't make its own profit 


WHEN THE SWANSONS say they are Quality 
Oil Co. in Dixon, Ill., they’re not just speaking 
figuratively. Shell jobber Howard Swanson, 57, 
and his son George, 32, have only one employe 
on their payroll—a bookkeeper. Drivers and dealers 
are independent businessmen, and the Swansons 
do the rest of the work themselves. 

That’s just one of the economies that have helped 
Quality Oil triple its gallonage since 1952. It was 
selling 1-million gal. through seven stations then, 
when Swanson took the operation over from a 
Shell salaried agent. Now it’s doing 3.5-million 
gal., about 2.8-million of it in gasoline, through 


By ANTHONY M. ASTRACHAN 
Staff Writer 
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20 outlets. Quality covers an area of about 110,000 
population centering on the three towns of Dixon, 
Sterling and Rock Falls, about 100 miles west of 
Chicago. 


Swanson developed his management ideas dur- 
ing 28 years with Shell’s marketing department. 
He retired as general sales manager in 1951— 
one of the few top supplier officials to turn to the 
jobbing side of the industry. 


The move has paid off for Swanson. Quality 
Oil grosses close to $1-million a year; the Swansons 
take out over $15,000 each annually and still plow 
back 60% of their net profit into the business. 


To find ovt how they do it, please turn the page 
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‘Do-it-yourself’ in operation: George Swanson makes a 


> 001 


ON-X 


motor oil delivery 


How Swanson Holds Down Operating Costs 


It begins with cutting the payroll. That's 
why Swanson leases transports instead of 
hiring drivers. He uses only two rigs to make 
direct deliveries from two terminals; con- 
signment delivery allows full transport drops 
at the station. ‘Do-it-yourself’ maintenance 
and motor oil deliveries are typical of Quality 
Oil’s other cost-cutters. 


Swanson leases his transports from the owner- 
drivers, paying them a percentage of the freight 
allowance he gets from Shell for picking up prod- 
uct himself. That cuts both payroll and distribution 
expenses; it’s one reason Swanson says, “We'll 
match delivery costs with anybody in the Midwest.” 

The transports—a 7,000-gal. rig for gasoline 
and a 5,500-gal. rig for fuel oil—haul direct to most 
Quality Oil stations from Shell’s Argo, Ill., pipe 
line terminal, near Chicago, and the Bettendorf, 
Iowa, water terminal on the Mississippi. Drivers 
do their own dispatching—and one has gone seven 
months without having an account run short. 

If there is a runout, Swanson has three com- 
mission drivers to handle it. They also handle ac- 


counts that can’t take full transport drops. 

How to Pay for Transport Drops—Swanson has 
a possible answer for marketers who say their 
dealers can’t pay for big dumps. His dealers take 
their deliveries on consignment, pay every week 
for what’s registered on the meters. This system 
is used even for the four stations that aren’t served 
by transport (one of them has gasoline pumped 
right from the adjacent bulk plant). 

With the emphasis on direct transport delivery, 
Swanson keeps his two bulk plants mostly for fuel 
oil, consumer and other small accounts. 

Do It Yourself and Save—Separate deliveries 
for motor oil and TBA can be a needless expense, 
Swanson thinks. So when son George is going to 
make a regular call on a dealer—whether for sales, 
training or service—he checks to see if a delivery 
is scheduled to that dealer. If it is, he puts it in 
the back of his car and takes it along. 

Conversely, Swanson gives a dealer a 3¢-gal. 
allowance for picking up his own oil. That’s $6 
for a 200-gal. pickup. It’s a sizable saving for the 
dealer, who gets the oil when he’s in town anyway, 
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but less than a special trip would cost Swanson. 

Shell’s introduction of its upgraded premium to 
Illinois in May gave the Swansons another chance 
to save by doing their own work. The company 
offered them an allowance of $4 per pump for 
conversion to “the new white pump.” The Swan- 
sons found it would cost them $16 a pump to have 
a painter do all the work (removing decals, scrap- 
ing and painting), but only $3 a pump for repaint- 
ing alone. 

So they did the preliminary work themselves. 
Allowing $1 a pump for sandpaper and other equip- 
ment, plus the $3 to the painter, they managed 
to re-do 80 pumps on the Shell allowance. 

George Swanson figures the $960 savings on 
out-of-pocket costs (at $12 a pump) is well worth 
the time he and his father put in. Some marketers, 
of course, might disagree. 

Other Cost Cutters—Extra ways to keep your 
costs down are as necessary to jobber success as 


Pay per 
| es 


eee ta 


Management 





aggressive merchandising, Swanson says. For in- 
stance, he believes many jobbers don’t realize that 
depreciation allowances have limits and are usually 
less than replacement costs. 

Swanson’s remedy is putting more reserve aside 
for replacement and cutting replacement costs in 
his purchasing. He recently bought some second- 
hand pumps for $225 each. Refurbishing and paint- 
ing brought the cost up to $300. That’s quite a 
saving over the new-pump cost of $440. 

The pumps had been traded in for new ones 
by a jobber who figured he’d obtained the new 
ones for little over $200, Swanson speculates, since 
the old ones had been fully depreciated. But it’s 
not so, says Swanson, since he could have used 
the old ones many years beyond the depreciation 
life and saved the replacement costs. Swanson 
thinks it’s better to pay slightly higher maintenance 
on old pumps than lay out even $200 of capital 
for new ones. 


Well-placed sign at this busy bridge puts supplier name to work for Swanson 


How Swanson Makes the Most of His Supplier 


it’s smart to follow your supplier's sug- 
gestions, Swanson believes—as long as you 
don’t let him do your thinking for you. Swan- 
son tries to take advantage of Shell programs 
and then go them one better wherever pos- 
sible. He also works hard to make the Shell 
brand name work for him. 

Both ideas are apparent in Swanson’s merchan- 
dising. He likes Shell’s suggestions, says its mer- 
chandising program “is equal to the best of the 
competition and better than a hell of a lot of them.” 

Signs (and Portents)—‘“If you'd never heard of 
Shell and you moved into our territory, you'd 
soon hear of it,” says George Swanson. That’s be- 
cause the Swansons believe in promoting their 
su plier—it rubs off on them. 

“Quality Oil Co.” appears only on the bulk 
plant, not on any of the signs or billboards. The 
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reason is simple: with US 30, 30A and 52, and 
five main Illinois routes passing through their ter- 
ritory, the Swansons get a lot of through traffic. 
To those truck drivers and motorists, “Swanson” 
or “Quality Oil” means nothing, while “Shell” 
may mean a great deal. 

This emphasis on the supplier’s brand works 
for local business too, say the Swansons, because 
everyone in Dixon and Sterling thinks “Swanson” 
almost automatically when he sees “Shell.” 

The Swansons plan sign locations carefully, vary- 
ing the type of sign according to type of location. 
For instance, one bridge carries four main high- 
ways. The Swansons have a huge lighted Shell 
sign at one end of the bridge (picture), four blocks 
from their nearest station. It’s raised so motorists 
can’t miss it. 

(Continued on 108) 
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Double-duty outlet: gasoline flows direct from bulk plant (right) to station storage; restaurant brings in station customers, 


pays extra rent to Swanson 


Another electric sign on a main route into 
Sterling flashes “Shell” and “10 blocks” alternately. 
Billboards in Sterling and Dixon plug “Friendly 
Shell Service”—for residents as much as transients. 


How to Budget Ads—The Swansons work closely 
with Shell in planning their advertising budget. 
The supplier shares billboard costs 50-50 and 
occasionally participates in radio spots, paying 
25%. Quality Oil pays 25% and the dealer 50% 
for an ad plugging his name and location on the 
Dixon-Sterling radio station. Sometimes Quality 
takes 50% of the ad itself; Shell must approve ad 
copy before it participates. 

Newspaper advertising isn’t too important to 
the Swansons, who use it mostly for fuel oil on 
a co-op basis with Shell. There is a TV station at 
Rockford, about 40 miles away, but Swanson 
doesn’t use it; he can’t afford TV advertising, 
thinks its coverage is too broad for his small mar- 
ket. “A small operator has no business in such 
media except on a co-op basis,” he says. 

Quality Oil spends about $6,500 a year on adver- 
tising, all told. But it takes more than that if you’re 
just starting out, Swanson says: to build the busi- 
ness, “We came in and spent a lot of money op 
advertising—$10,000 a year at first.” 


One Up on Grand Openings—The Swansons 
have stayed with gala station openings because 
they believe in the need for a big starting spurt. 
But they have no illusions about them. “The 
glamor’s gone out of formal openings, but we can’t 
think of any improvement,” Swanson says. He re- 
ports one station did as much as 18,000 gal. on 
its grand opening day, but says now a gala open- 
ing is lucky to do 6,000 gal. 

They feel they have improved on Shell’s system, 
however, which calls for a 50-50 split of the costs 
for a grand opening: “A dealer with no money 
can’t go out and give his business the kick it needs.” 
That’s why Quality pays for advertising and 
give-aways (obtained by Shell at reduced prices), 


and other grand opening expenses. The dealer pays 
his help and turns his usual margin back to Quality. 
It costs him a good deal less than a 50-50 split. 


Station Planning—Swanson follows Shell designs 
in stations he builds himself, sticking to conven- 
tional square buildings. He’s built six, and sold 
them to third-party investors who lease to Shell, 
which in turn sub-leases to Swanson. (Shell owns’ 
two outright and arranged third-party leases itself 
on the remaining 12). 

Typically, Swanson doesn’t hesitate to use his 
own ideas as well. One building, a former private 
house, was exposed to bad winds and moisture. 
Swanson put white aluminum siding on it. The 
conventional porcelain would have cost more and 
would have had to be manufactured especially for 
the shape of the building, but the aluminum came 
in sections that could be selected to fit. 


Most Quality Oil stations have two two-pump 
islands, though one has ten pumps and remote 
pumping. Some are located to catch transient trade, 
some to get mostly local customers. Swanson was 
able to put one in the best residential section of 
Sterling—and only one block from three main 
through routes. His stations cost $35,000 on the 
average, without land. The most he’s paid for 
land has been $30,000 for a three-bay station on 
a main highway in the center of town. 


All but Credit Advertising—Swanson uses al- 
most all of Shell’s programs except one—advertising 
for credit card customers. The reason is simple: 
he says he has already solicited the good credit risks 
in the area and doesn’t want the bad ones. 

Actually, Swanson says, credit card business has 
increased 500% since he took over the operation. 
This, too, was simple: he had Shell credit cards 
mailed to the preferred credit risks in his territory 
without asking or telling them. Many of them came 
in to ask him, “Did you do this for us?” “Yes, I 
did,” Swanson answered. “Now use it.” And most 
of them have, he says. 
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How Swanson Holds Down Operating Costs 


The dealer is even more important to oil 
marketing in a small town than he is in cities 
where he may not be so well-known to the 
community, Swanson believes. But you can’t 
take advantage of his importance if he’s not 
in the right place at the right time—with the 
right attitude and the right amount of money. 

Putting the dealer in the right spot solved at 
least one problem for Swanson. He had a station 
in Dixon with a fine potential but no one to run 
it. He also had a dealer in a nearby small town with 
plenty of ability but a top potential of only 12,000 
gal. a month. Solution: shift the man to Dixon— 
where he’s now doing 25,000 gal. a month—and 
let the small-town outlet go to a less aggressive 
merchandiser. Swanson says he may have lost a 
little in the small town—but not nearly as much 
as he would have by putting an average man in 
the Dixon station. 

Being in the right place at the right time means 
being in the station when a chance for new busi- 
ness comes up—at night, too. “There are too many 
things going on in small towns,” Swanson says. 
“If you didn’t say ‘no’ sometimes you’d be busy 
seven nights a week.” 

This is most important when your stations are 
one-man operations, like most Quality Oil outlets, 
Swanson believes. He recalls that one of his deal- 
ers got seven wash and grease jobs unexpectedly 
one night from people attending a party across 
the street from his station. That’s why Swanson 
holds no dealer conferences, thinks even civic en- 
deavors should be kept within bounds. 

Knowledge and Attitude—Swanson uses the 
Shell dealer training schools at Chicago and Moline, 
Iil., but he prefers an individual approach. He finds 
it’s the best way to overcome the attitude of old- 
fashioned dealers who have little use for jobber 
or supplier suggestions. 


The individual approach means hammering con- 
tinuously at the use of point-of-sale material and the 
need for clean rest rooms. But you must use a “soft 
punch,” Swanson indicates, or you'll just get the 
dealer’s resistance up. 


The Money Problem—Swanson does his dealer 
financing through the local bank, with Quality Oil 
guaranteeing the loans. He doesn’t expect a good 
dealer prospect to put up more than $300 or $400 
—which means close to 100% financing—because 
he feels few will have money in today’s market. 


Loans are repaid on a gallonage rate (up to I¢ 
gal.) withheld from the dealer’s margin. Station rent 
is paid in addition to the loan repayments, some on 
a gallonage basis (about 1.5¢ gal.), some on a flat 
rate. Gallonage rentals have a ceiling that varies 
from $200 to $300 a month. 

Finding Dealers — Recruiting doesn’t bother 
Swanson much. Good men are as hard to find in 
Dixon as elsewhere, he says, but his turnover rate is 
low. Two dealers were replaced last year—a 10% 
rate—but 75% of his stations have had no turnover 
in the past three years. 

When replacements are necessary, Swanson may 
advertise for them, but he tries to exploit his natural 
advantage: he knows competitive dealers as well as 
he knows his own operators because he’s there year 
in and year out. He says more than one has ap- 
proached him to say, “You're the first people we 
thought about in making a change.” 

Swanson says he’s found a particular gage of a 
dealer’s experience: the more established he is, the 
better his motor oil ratio. The Quality Oil dealer 
with the best ratio is an ex-truck driver who’s con- 
vinced people that he knows engines. The Swan- 
sons’ over-all motor oil ratio is 1.40, compared to a 
national average of 1.17—indicating to Swanson 
that his customers put a high level of trust in 
Quality Oil dealers. 


Forget About the Unprofitable Items 


“If we can’t make money on it, somebody 
else can have it.” That’s Swanson’s philosophy 
on unprofitable kinds of business; he includes 
farm trade and many commercial accounts in 
this category. 

Farm business is out for Swanson on three 
grounds: farmers expect equipment loans, they tend 
to create credit problems, and they expect to buy at 
the dealer tank wagon price. Since many marketers 
give tanks and pumps to farmers, a jobber in Swan- 
son’s position must at least make a loan of equip- 
ment to compete. 

Swanson also feels farm business is a manpower 
drain. It calls for too many truck drivers at too 
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much overtime pay, he says—and men to super- 
vise, too. And if you tried doing it through a com- 
mission driver, Swanson says, you’d have to pay him 
more than the standard 2¢ gal. 

TBA and Commercial Accounts — Swanson 
started jobbing TBA products, but found he could- 
n’t make money as a wholesaler without going into 
TBA retailing, too. So he cut out TBA, though he 
encourages his dealers to handle it. 

Quality Oil hasn’t quite cut out commercial ac- 
counts, but Swanson isn’t losing sleep over pricing 
practices of major companies or independent re- 
finers. He prefers encouraging his dealers to build 
up small commercial accounts—fleets of three or 
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four trucks, for example. His own commercial ac- 
counts come to about 200,000 gal. a year. 


Swanson also says he has no worries about his 
own supplier, because Shell won’t go below his bill- 
ing price or down to it without paying a brokerage 
fee. 

Trading Stamp Pros & Cons—Where stamps are 
money-makers, Swanson is glad to use them. He 
gives them much of the credit for doubling his fuel 
oil business in Sterling and Rock Falls last season. 

But on gasoline, Swanson doubts whether stamps 
do much good. He was pleased when all of Dixon’s 
branded dealers decided to cut out stamps. In Ster- 
ling, where stamps are still a factor, Swanson sug- 
gests to: his dealers that they shouldn’t give them 
to transients. He also tells them that if they buy 
stamps, they can’t afford any other advertising. 


The reason is simple, says Swanson: “If every- 
one has stamps there must be a loss.” One dealer 
who stopped giving them saw his volume drop 10%, 
but figured he broke even because of savings in time 
and stamp thefts. 


How Not to Expand—Swanson’s ideas on econ- 
omy make him leery of expanding just for expan- 
sion’s sake. George Swanson knows this is wise 
from painful experience with a Shell jobbership of 
his own in Iowa. He expanded it much too quickly 
in three years, and found himself in a position 
where it was cheaper to sell out than to raise the 
money to carry on the bigger business. 


It takes all your profits to expand your opera- 
tions, Swanson thinks. He concentrates on building 
volume within his present operation. That’s why he 
has no immediate plans for building new stations, 
though he feels he should have one more in Sterling 
to cover the market. “We’ve been masticating a lot,” 
Swanson says. “Now we'll see if we can digest for a 
couple of years.” 

He reasons this way: if you add ten stations, you 
need another man to take care of them. If you can 
add 1-million gal. through the stations you already 
have, you needn’t add anyone. And the more gal- 
lonage a dealer does, the less of your time he needs, 
says Swanson. 


What Swanson Thinks About Suppliers 


For a sound future the jobber must have 
confidence in his supplier, Swanson believes. 

He admits it’s easier for him to have that confi- 
dence because he used to be Shell’s general sales 
manager. Jobber suspicions of suppliers are almost 
a fact of life, says Swanson, but he’s sure they could 
be changed. 

What should go into that change? “There’s a 
definite need for education down the line in supplier 
organizations,” says Swanson, “as to the problems 
of jobbers compared to the other segments of mar- 
keting.” 

The top problem for major-company salesmen is 
understanding the jobber’s top problem—capital 
and finance, Swanson believes. The salesmen are 
well trained in handling dealer problems, so they 
can be of real help to jobbers in areas like merchan- 
dising. But, says Swanson, they’re used to dealers 
who can pay for product “by writing the checkbook 
down to zero, and the jobber can’t.” 

Supplier representatives also often lack real un- 
derstanding of the jobber’s weight as an indepen- 
dent businessman, Swanson indicates. And too often 
they can’t or won’t buck requests back up the line. 

“The average jobber isn’t concerned with the 
powers that be in a major company,” Swanson 
points out. “It’s the boy scouts in between who are 
the problem.” 

There’s another thing Swanson believes major 
companies can do to invite jobber confidence: prove 
their moral responsibility more conclusively. Con- 
tinuing discrepancy between the words of big bus- 
iness executives and their actions make lack of 


confidence grow; so, for example, did the “inade- 
quately explained” products price increase on top of 
the crude increase at the beginning of the year. 


There are also things that jobbers must do to 
insure their future, in Swanson’s view. One is to 
give up the idea of imitating a major, or approach- 
ing its size or concentration even in a limited area. 
He believes the smartest marketing approach—and 
one that jobbers would do well to welecome—would 
be direct operation in all major markets. That 
might be cities of 125,000 or more. The rest is the 
right market for the jobber, he thinks. 


The jobber can also forget about commercial 
accounts that put in transport-size storage, Swanson 
says. And more margin is not the answer; he thinks 
big margins will just be given away. Big margins 
wouldn’t be necessary for a jobber willing to stay 
small and concentrate on smart financial manage- 
ment, he says. 


If jobbers accepted these seemingly adverse facts 
of life, there would be fewer friction points in job- 
ber-supplier relations, Swanson believes. 

As for any difficulties with his own supplier, 
Swanson grins ruefully. There are none of the or- 
dinary kind, perhaps because he follows almost all 
of Shell’s programs (he had a hand in planning 
many of them himself). 


But he says he occasionally has to remind himself 
not to think his almost unique experience gives him 
the right to tell off his district manager. He usually 
resists the temptation—not least because he knows, 
“The basis of the whole thing has got to be con- 
fidence in the supplier.” La 
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How the Consignee Stacks Up Against the Jobber 
Their median number of accounts 


What they sell  % of marketers who sell 


Product cons 

Gasoline ape wa pep 1% 93% 
Motor oil 89%, 92% 
Heating oils 45% 80%, 
Burning oils 77% 83% 
Diese! fuel 71% 69%, 
TOA voc eo. Maree ; 52% 69%, 


Their median gallonage 


Product 
Total .... 
Gasoline 
Motor oil 
Heating oils 
Burning oils 


jobber 


Jobber figures are taken from NPN’s original survey 
(May, p95). Jobber medians are smaller than the 
averages reported in that survey because averages 
are swollen by one or two very large figures, but 
medians are not. For instance, a few jobbers selling 
10-million gal. or more of heating oil bring the aver- 
age up to 1.2-million; but half the jobbers sell less 
than 350,000 gal. of heating oil and half sell more. 


Meet Today's Consignee 


HE’S A SUBSTANTIAL MARKETER who sells 
a median of 836,000 gal. a year and has been in 
business over 10 years. 

@ He’s still a small businessman, like most 
jobbers. His median capital investment is a re- 
spectable $13,250, but his gallonage is smaller 
than the jobber’s and he employs fewer men. Big 
jobbers, too, are a lot larger than big consignees. 

e While 90% of consignees sell gasoline, they’re 
rural in character. Farm business is spread over 
major agricultural areas of the country, not con- 
centrated in any big farm region. 

e About a third say their suppliers make direct 
deliveries in their areas, mostly gasoline. 

e@ Consignees generally are larger on the eastern 
seaboard. The nature of their operations varies 
widely in different regions of the country. 

@ Most concentrate on oil marketing. Only 31% 
have other business activities—and many of these 
are allied to the oil business. 

e@ Consignee attitudes toward suppliers tend to 
be favorable. But 40% have negative or neutral 
views of supplier handling of training, promotional 
help, advertising, credit and cooperation. 


THESE BROAD OUTLINES and the details on 
the following pages come from a new survey 
sponsored by American Petroleum _Institute’s 
commission wholesale marketers advisory commit- 
tee. It’s the first detailed data on the consignee. 

Many suppliers think the survey’s most valuable 
aspect is its findings on consignee-supplier rela- 
tions. But interpretations vary. One marketer is 
surprised that the results are “so complimentary,” 
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while another regards them as a mild warning to 
suppliers. “Forty per cent is a considerable num- 
ber of persons to be dissatisfied or doubtful,” he 
says. “Their dissatisfaction demands attention.” 

Other aspects of the survey also bring varied 
reactions from marketers. One cites the need for im- 
proving communications up from the consignee as 
well as down to him. A second is impressed that 
the consignee has “problems damn near the same 
as the jobber’s.” A third thinks it’s significant that 
only 21% want higher commissions. 

The survey was conducted for API by Erdos 
and Morgan, New York research firm. Question- 
naires were sent to 8,814 consignees supplied by 
28 majors. Replies came from 5,301 (over 60%). 

Surveys were sent only to wholesalers who met 
these qualifications: operate (not necessarily own) 
one or more bulk plants; earn commission for 
selling or delivering oil products; operate under 
consignment arrangement on principal products; 
are not considered supplier employes. 

For closer analysis, returns were broken down 
by the five Petroleum Administration for Defense 
districts (l—eastern seaboard; 2—midwestern; 
3—mid-South and southwest 4—Rockies; 5—West 
Coast). 

Marketers say the survey doesn’t furnish all the 
information they could use. For example, it doesn’t 
touch on marketing areas, earnings, feelings about 
commercial account practices, capital expenditure 
plans, age, plans for perpetuating business, and 
attitude toward the future. 

But it does furnish much new and valuable 
information. For the full report, and NPN’s run- 
ning analysis, please turn the page. 





TODAY'S 
CONSIGNEE 


MORE VOLUME goes through consignees than 
you may have thought—many oil men are sur- 
prised that the consignee’s median gallonage is as 
high as 836,000. (Median figures mean half the 
consignees sell under 836,000 gal., while half sell 
more.) For detailed breakdown, see below. 


Consignees do sell as much as 10-million gal., 
but only 4% are in the over-3-million category 
More high gallonages are reported on the eastern 
seaboard than in other areas. There 73% of the 
consignees report doing more than a million gal. 
a year, compared to 36% for the nation. About 
15% of eastern consignees are in the over-3- 
million category. 


Annual gallonage: 
Total 


Total Consignee- Supplier- 
Gallons delivered delivered 


under 250,000 1% 17% 
250,000-500,000 17% 6% 
500,000-750,000 18% 4% 
750,000-1,000,000 14% 1% 
1,000,000-1,500,000 17% 2% 
1,500,000-2,000,000 8% 1% 
2,000,000-3,000,000 7% 1% 
3,000,000-5,000,000 3% 1% 
5,000,000 and over 1% 1% 
* Supplier's direct delivery in consignee’s 
territory 

Figures are percentages of consignees 
responding 


Gallons 

under 3,000 
3,000-7,000 
7,000-10,000 
10,000-15,000 
15,000-20,000 
20,000-30,000 
30,000-60,000 


Gallons 

under 10,000 
10,000-20,000 
20,000-40,000 
40,000-60,000 


Annual gallonage: 60,000-100,000 


Motor Oil 


(delivered by 89% of consignees) 


60,000 and over 
Median gallonage: 13,000 


Heating Oils 


(delivered by 45% of consignees) 


(Begins on page | 12) 


l: What He Sells and 


Here’s the way consignees compare with jobbers 
in terms of volume. The jobber’s median gasoline 
gallonage is 947,500 and his heating oil gallonage 
is 350,000. The consigneee’s gasoline gallonage is 
627,500 and his heating oil gallonage is 76,000. 

Almost as many consignees as jobbers handle 
gasoline, but far fewer handle heating oil. Gasoline 
is sold by 93% of jobbers and 91% of consignees. 
Heating oils are sold by 80% of jobbers and only 
45% of consignees. On the whole, heating oil isn’t 
big business for the consignee. It’s a bigger 
volume business that it looks, however. The na- 
tional figure of 76,000 is pulled down by the many 
consignees in non-oil-heat areas, and other 


(delivered by 71% of consignees) 


onsignees Consignees 
Riverine Gallons delivering 


8% under 10,000 11% 
16% 10,000-20,000 10% 
11% 20,000-40,000 11% 
15% 40,000-60,000 9% 
10% 60,000-100,000 10% 
12% 100,000-200,000 11% 
12% 200,000-500,000 1% 

5% 500,000 and over 2% 


Median gallonage: 47,500 


Burning Oils 


(delivered by 77% of consignees) 

delivering Gallons delivering 
4% under 10,000 13% 
5% 10,000-20,000 11% 
6% 20,000-40,000 11% 
6% 40,000-60,000 8% 
6% 60,000-100,000 10% 


By product 


Gasoline 
(delivered by 91% of consignees) 


Gallons 
under 100,000 3% 
100,000-300,000 14% 
300,000-500,000 19% 
500,000-7 50,000 18% 
750,000- 1,000,000 11% 
1,000,000-1,500,000 13% 
1,500,000-2,000,000 6% 
2,000,000 and over 1% 
Median gallonage: 627,500 


delivering. 


100,000-200,000 8% 
200,000-500,000 1% 
500,000 and over 3% 
Median gallonage: 76,000 


Other Oil Products 


(delivered by 47% of consignees) 


Galions 
under 3,000 13% 
3,000-10,000 12% 
10,000-50,000 16% 
50,000 and over 6% 


Median gallonage: 9,500 


delivering 
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100,000-150,000 9% 
150,000-250,000 8% 
250,000 and over 1% 


Median gallonage: 48,000 


TBA Gross Sales 


(made by 42% of consignees) 
$ volume 


under $6,000 16% 
$6,000-$15,000_ 16% 
$15,000-$50,000 16% 
$50,000 and over 4% 


Median $ volume: $11,000 



































Who His Customers Are 


consignees who don’t handle heating oil at all. 


In TBA, about 52% of consignees handle a 
TBA line, compared to 69% of jobbers. 


Direct delivery by suppliers in consignee areas 
is reported by 34% of consignees. The API ques- 
tionnaire didn’t ask what these consignees think 
about this. Only 9% voluntarily said they wanted 
the practice discontinued. In about half the cases, 
direct supplier sales amount to less than 250,000 
gal. 


Dealers buy most of the consignee’s gasoline. 
The average consignee sells 59% of his total vol- 
ume to resale outlets. He serves a median of eight, 
two of them owned or leased by his supplier. Most 
of his remaining volume goes to farms. 

About 81% of consignees serve supplier-con- 
trolled resale outlets, and a medium 41% of their 
gasoline is sold through them. Only 6% moves 
through outlets owned or leased by consignees (the 
survey didn’t ask how many outlets the consignee 
controls). 


Eastern consignees have by far the most outlets. 






Type of account 


The consignee's customers 





Special Report 





This may mean they’re located in more built-up 
areas, or that consignees elsewhere leave more 
station business to jobbers and majors. 

Farmers are also good customers for consignees. 
They account for 26% of gasoline sales, for in- 
stance, and sizable heating oil sales. 


Residential customers take most of the heating 
oil and burning oil sales—53% and 41%, respec- 
tively. 

Almost all consignees (93%) have farm ac- 
counts. The median number is 55, although east- 
ern consignees hit a figure of only 29—-probably 
because there’s less farm business to be had in 
the East. About 90% of consignees have com- 
merical accounts, and 72% have residential ac- 
counts. Eastern consignees are the exception again 
—their median number of residential customers is 
154 residential customers is 154, over twice the 
national figure. 


To see how the consignee operates 
his busi , pl turn the page 








Resale outlets 97% 8 59% 1% 171% o satiated: pampae welhdee 
Farm 93% 55 26% 23% 25% Supplier Consignee 
Residential 12% 62 2% 53% 41% 1-19% 11% 15% 
Commercial-industrial 90% 10 12% 16% 16% 20-39% 23% 18% 
Others 2 11% 


* Includes only those supplying given type of account 


The consignee's resale outlets 



























cn $00/060- Ym» 2-milion 

| Number served Over-all 500,000 1 2-million and over . 

| te 29% 58% 28% 10% 3% The consignee's 

: | $9 30% 27% 43% 29% 7% other accounts 

| 10-14 15% 5% 16% 25% 13% 
15-19 8% 2% 6% 14% 12% hii os ‘edtiong ag ~~ 
20-39 12% 2% 5% 20% 44% accounts dential —cial 
40 and over 3% 1% * 1% 19% 1-4 5% 8=—S% = 24% 

| 5-9 5% 5% 20% 
Number owned or leased by supplier 10-14 6% 6% 16% 
1 23% 35% 26% 14% 11% 15-19 4% 3% 8% 
2 19% 22% 22% 17% 11% 20-29 11% 8% 10% 

ee 20% 12% 22% 26% 24% 30-49 13% 1% 6% 

| $9 14% 4% 10% 23% 30% 50-99 21% 11% 4% 
10-14 3% 1% 1% 4% 9% 100-499 27% 23% 2% 
15 and over 2% . * 2% 6% 500 andup 1% 4% * 
* Less than 1% * Less than 1% 
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TODAY'S 
CONSIGNEE 


CONSIGNEES HAVE A SOLID STAKE in the 
businesses they run. About 94% have some capital 
investment the median is $13,250. 

Most suppliers regard commission operations as 
direct business that does not require a big invest- 
ment on the part of the consignee. . In view of 
this, many believe the survey figures are a reflec- 
tion of the size and stability of consigneeships. 
Investments above the median top $100,000, and 
13% of consignees have more than $50,000 in- 
vested. 


Here are the main items consignees invest in: 
delivery trucks (93% of consignees investing a 
median $7,500); bulk plants and equipment (32%, 
$1,750); tank, pump and other loan equipment 
(60%, $1,700) retail outlets (36%, $22,650). 
About two-thirds of consignees have a median of 
$2,900 invested in accounts receivable. 


Almost all consignees have some rolling stock. 
About 93% have trucks of some kind and 92% 
have tank trucks. Less than 1% say they operate 
no rolling stock at all. But few operate more than 
two vehicles of any one type, and 44% operate 


The consignee's capital avestmet 


Total amount 
Under $2,000 
$2,000-$4,000 
$4,000-$6,000 
$6,000-$ 10,000 


ee investment in 
Under $1,000 
$1,000-$2,000 
$2,000-$6,000 


10% 
11% 
15% 


(Begins on page 112) 


no more than two vehicles all told. 


Though only 27% of all consignees operate 
four or more vehicles, the figure is 55% for con- 
signees on the easter seaboard. This seems to be 
in keeping with the larger volumes of East Coast 
commission wholesalers. 


The consignee has less manpower than the job- 
ber of NPN’s survey (NPN—May, p96). Only 
8% of jobbers have a single employe, against 24% 
of consignees. And while only 19% of the con- 
signees report having four or more employes, 66% 
of the jobbers do. 

The number of employes, like the number of 
trucks, shows that the consignee is still a small 
businessman. About 24% of consignees have no 
full-time employes. As might be expected, the 
number of employes increases with the size of the 
business. 

The; consignee evidently keeps his employes 
busy, however. While 57% *of the consignees have 
fewer than four workers, many of them still have 
employes in six different types of job. There’s 
enough overlap to indicate that an employe may 


ll: His Investments— 


$6,000-$ 10,000 
$10,000 and over 


$10,000-$ 15,000 
$15,000-$25,000 14% 
$25,000-$50,000 16% 
$50,000-$ 100,000 9% 
$100,000 and over 4% 


Median: $13,250 


12% 





investment in 
rolling stock 


Under $3,000 
$3,000-$5,000 
$5,000-$10,000 
$10,000-$25,000 26% 
$25,000 and over 5% 


Median: $7,500 


12% $20,000-$50,000 
$50,000-$ 100,000 
$100,000 and over 


Median: $22,650 


Consignees 


Investment in 
bulk plants 
Under $1,000 
$1,000-$2,000 1% 
$2,000-$ 10,000 8% 
$10,000-$25,000 4% 
$25,000 and over 2% $6,000 and over 


10. 
Median: $1,750 Median: $1,450 No ans wi sm 1% 


i 2) ee eae ten er re Pe ate 
isn aoe ‘ 


Investment in 
other equipment 
Under $1,000 
$1,000-$2,000 
$2,000-$3,000 
$3,000-$6,000 


Sided 
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And How He Runs His Business 


have more than one function. 


Today’s consignee has plenty of experience. He’s 
been in business just over ten years, on the median. 
That surprises at least one marketer, who had 
thought there was more turnover. “It shows it 
can’t be too bad a business,” he says. 

The consignee has a fairly high degree of supply 
stability, too: 47% have spent ten years or more 
with their present suppliers, and 68% have been 
with the same supplier for five years or more. This 
is fairly significant, since there’s no important de- 
terrent to a consignee’s switching suppliers if he 
wishes to do so. 

About 23% of consignees were employed by their 
present suppliers on a salary basis before becoming 
commission wholesalers. The figure for the West 
Coast, is double that of the rest of the country— 
46%. This is probably a reflection of Standard 
of California’s and Union of California’s switches 
from salary to commission operation in the past 
15 years. 

About one-third of consignees have other busi- 
nesses besides oil wholesaling. The over-all figure 
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is about the same for all areas and all sizes of con- 
signee, but there are some significant variations in 
particular “sidelines.” 

The smaller the consignee the likelier he is to 
operate a service station as his other business; the 
larger he is, the likelier he is to sell TBA. Fewer 
consignees in the East operate service stations— 
again reflecting the larger volumes of East Coast 
consignees. 

Another regional variation: more consignees in 
the southern tier from Alabama to New Mexico sell 
LP-gas than in any other district. 

Allied businesses, like TBA and LPG, account 
for 52% of the other businesses engaged in by 
consignees. Whatever the other business, the com- 
mission wholesaler is likely to spend most of his 
time on his oil business. Over 60% of those with 
other businesses devote 90% or more of their time 
to commission wholesaling; the median is 94%. 
And 31% spend all their time on their oil business, 
despite their other interests. 


To learn what the consignee thinks of 
his supplier, please turn the page 


The consignee's 
- employes 


signees have fewer than four workers. 


% of consignees 

Job full-time part-time 
Bulk plant 24% 11% 
Truck driver 49% 11% 
Driver-salesman 25% 4% 
1% 

9% 

5% 





TODAY'S 
CONSIGNEE 


(Begins on page 1|12) 


Ill: What He Thinks of 


CONSIGNEE-SUPPLIER RELATIONS are in 
pretty good shape—a lot better than many oil men 
had anticipated, in fact. Nevertheless, numerous 
consignee minorities are dissatisfied with one 
aspect or another of supplier relations. 

Supplier officials say they’re pleasantly surprised 
by the extent of consignee satisfaction. But few 
think they can sit back and relax. 

Major-company men are also happy with the 
suggestions for improvement made by consignees 
who think supplier policies aren’t adequate. They 
note, however, that while some suggestions can be 
acted on readily, others will take a lot of doing. 
It’s easy to hold more dealer meetings, for example 
—but it may not be easy to improve their quality. 

Here are the key criticisms consignees make 
about supplier relations: 

e 41% say their suppliers aren’t doing all they 
can to help them retain their present volume and 
get new business. 

e 46% say other supplier policies should be 
changed (more of these complaints come from the 
West Coast than any other area). 

e 27% say they have other specific business 
problems on which suppliers could give more help 
(only 21% of these want higher commissions). 

Further supplier criticisms break down into six 
areas: consignee meetirfgs, dealer meetings, other 
dealer training help, sales promotion help for 


ooo 


35% 16% 
73% 3% 
52% 26% 
56% Si% 
31% 18% - 


15% 
8% 
12% 
5% 
11% 
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* Includes only those actually having contacts with supplier personnel 


10-24 

6% 
30% 
41% 
25% 

35% 
23% 
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Number of 
meetings 


None 
1-2 
3-4 


“te 
51% 
29% 
5 or more 10% 5 or more 
No answer 2% No answer 


® Includes only those whose suppliers held meetings 


dealers, supplier advertising, and supplier credit 
policies. Here’s what the survey shows about each 
of them: 


e Consignee meetings are held by suppliers of 
92% of consignees; 99% of this number attended 
the meetings. 

e Meetings for dealers were reported by 91% 
of consignees, and 93% of those went to the dealer 
meetings themselves. About 14% said all their 
dealers attended at least one meeting; 82% re- 
ported at least one meeting; 82% reported at least 
one dealer at one or more meetings, and a median 
65% of dealers attended at least one meeting. The 
larger the consignee, the greater the percentage 
of dealers attending supplier-sponsored meetings. 

The present number of dealer meetings is satis- 
factory to more than half (54%) of the consignees 
surveyed. About 41% think there should be more, 
and 2% think there should be fewer. The dealer 
meetings are “very valuable,” say 41% of the 
wholesalers; 41% say they’re of some value, and 
6% say they’re of very little value. 

Suggestions for improvement of dealer meetings 
fall into four main categories: (1) make them more 
interesting, (2) give more specific information at 
them, (3) encourage more group discussion and 
dealer participation, and (4) put greater emphasis 
on local problems and conditions. 

e Dealer training aids, apart from meetings, are 
not offered by the suppliers of 24% of the con- 


sales promo- 
aid to dealers 


“tovelicble fren 

87% 35% 
78% 

16% 

63% 

46% 

13% 

4% 

1% 
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His Supplier's Policies 


signees. Where additional help is provided, these 
are the main forms: dealer training representatives 
available, 25%; dealer training schools or exten- 
sion courses, 19%; mail bulletins, folders and lube 
charts, 11%; advice on advertising, 3%; and per- 
sonal calls by supervisors or territorial managers, 
2%. More East Coast consignees report dealer 
training schools than in other areas. 

About 45% of consignees say their suppliers’ 
dealer training programs are adequate. About 
40% disagree and 15% have no opinion. Dissatis- 
faction is stronger on the West Coast, where 47% 
say programs are inadequate. Suggestions for im- 
provement fall into two groups—more field help, 
and more training schools or meetings. 

e Sales promotion aids are adequate, say 79% 
of the consignees. About 10% say more help is 
needed, and 8% say different material is needed. 


Dissatisfied consignees ask for more variety of ma- 
terial and more or better banners, signs, displays, 
premiums and giveaways. They also want more 
material of a local nature, personalized for the 
dealer, and more material available at no cost to 
the dealer. 

e Supplier advertising is both effective and 
sufficient say 58% of consignees; 41% say it’s not. 
Those who say no generally want more advertising, 
with the emphasis on television, followed by radio 
and outdoor. 

e Supplier credit policies are liberal and flexi- 
ble enough say 70%; about 29% disagree. There 
seems to be more dissatisfaction in the Rocky 
Mountain area, where 37% of the consignees took 
a negative view. The leading suggestion for im- 
provement asks for “more liberal, more competi- 

Please turn the page 


Consighees Suggest These Changes . * 


. . - In supplier-consignee contacts 


More frequent, more personnel for closer contacts 
Contact should be with man with more authority 
Contact men should be better qualified and trained 
More co-operative, less dictatorial contact men 
More sales meetings and aids 


* Includes only those dissatisfied with consignee-supplier contacts 


.-. For better r help in retaining 
volume and ng new business 


More calls by supplier personnel, stronger 
representation in territory 29% * 
Quicker approval of price athens eet ad 
competition 11% 
10% 
- 10% 
* 9% 


“Mee a eter bse oan a 


NATIONAL PETROLEUM NEWS 


Replies by galionage of consignee” 
Under 500,000- 1-million- Over 

Over-all 500,000 }-million 2-million 2-million 
32% 36% 35% 29% 22% 
14% 7% 14% 17% 23% 
10% 12% 11% 11% 9% 
9% 6% 10% 8% 13% 
8% 9% 8% 6% 8% 
8% 8% 8% 9% 4% 
4% 3% 4% 6% 4% 
5% 7% 4% 4% 4% 
27% 28% 25% 27% 32% 
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4% 
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3% 
2% 
2% 
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TODAY'S 
CONSIGNEE 


tive and more flexible” credit policies. 

Supplier contacts are a bright side of consignee- 
supplier relations. About 81% of consignees say 
they have enough contacts with their suppliers; 
17% say the number is not enough. The figure is 
higher (22%) on the West Coast, perhaps because 
of the greater distances involved. 

Significantly, 83% of consignees think the qual- 
ity of supplier contacts is good. About 20% call 
it “excellent,” 63% call it satisfactory, and 14% 
call them unsatisfactory. 

Combining the complaints, 21% of the con- 


(Begins on page 112) 


Supplier Relations 


signees say their contacts are either unsatisfactory 
or not frequent enough. The two leading reasons 
are “Need more frequent, longer and more regular 
visits,” and “Supplier’s representatives should have 
more authority, be better trained.” West Coast 
consignees are again more emphatic on the need for 
more frequent contacts than the rest of the country. 

Neutral or negative views run about 40% of 
replies, But a cross-tabulation shows consignees 
giving negative answers are not the same in all 
cases. Only about 4% are on the critical or dis- 
satisfied side on all questions. Ld 


Consignees Suggest These Changes... 


__» te Maprene supplier meotiegy for 


Make meetings more interesting, provide 

incentive to meet 12%* 
Take interest in each area, design meeting 

for local area 11% 


geo mnny, profits, specific merchandising 


8% 
Less lecturing, more group discussion 8% 
More basic information on product, its 

qualities and uses 1% 
More frequent meetings _ 5% 
More co-operation with dealers 5% 
Convince dealers of meetings’ value 5% 
More instruction, training courses; make 

more educational 2% 
Entertainment, free food or refreshments 2% 
Others 9% 
No answer 43% 


* Figures show only ve ogg who say dealer meetings 
are of “some” or “little” value 


... To improve supplier credit policies 


Make credit more liberal, more competitive, 
more flexible 33%* 
Give more farm credit, fall dating for farmers 23% 
Help dealers, share losses, carry more of 
accounts receivable 9% 
Give longer credit terms 8% 
Revise credit card system, make consistent, 
8% 
1% 
Give local management, consignee, a voice 
in policy 5% 
Be more liberal on bulk or wholesale accounts 3% 
Be more liberal with old customers 2% 
Miscellaneous others 1% 
| No answer 8% 
 * Figures show only consignees dissatisfied with supplier's 
| current credit policies. 


. . « To improve suppliers’ training 
programs 
More salesmen to spend more time with 

dealers 10% 
More schools, training programs, refresher 

courses 9% 
More on-the-job training, demonstrations, 

driveway teaching 5% 
More meetings and follow-ups 5% 
More trained field specialists available 4% 
More local training, bring school to dealers 4% 
Schools for new dealers 3% 
More interest in and co-operation with dealer 3% 
More product knowledge and training 3% 
inducements to make all dealers attend 2% 
Make training available to all dealers and 

operators 1% 
Miscellaneous others 4% 
No answer 55% 


. . « To improve supplier advertising 


Need more television advertising 25% * 
Need more radio advertising 11% 
Need more outdoor advertising 1% 
Need more advertising, type not secilied 5% 
Need more local advertising, type not 

specified 25% 
Need more local newspaper advertising 22% 
Need more local radio advertising 9% 
Need more local television advertising 1% 
Supplier should pay or help pay for ads 10% 
Ads should be less general, more pointed, 

different from competitor's 4% 
Should advertise the distributor 3% 
Miscellaneous others 10% 
No answer 4% 


*Figures ‘show ee dissatisfied with supplier's 
present advertising ig ass 
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Ge! Always change the valve 
when mounting new 
tubeless tires ) 


Every time you install a new tubeless tire, be sure to install a 
new Schrader valve, too. Protect your customers’ driving safety 
and the reputation of your tire’s brand name with a new Schrader 
valve. Make this simple service a profitable “must.” For full, 
built-in mileage over the entire life of a tire, the valve should 

be as new as the tire. 








Tubeless business—changeover, repair, replacement—is growing 
every day. Be ready with complete Schrader service. 


A. SCHRADER’S SON °* Division of Scovill Manufacturing Co., Inc. 
BROOKLYN 38, NEW YORK 





FIRST NAME IN TIRE VALVES 
Se aes Oe FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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Bulk Plants and Terminals 


Three steel sheet pile cells make up this Canadian jobber’s dock. Tankers tie up to the two outer cells 


How's Your Dock Setup? 





@ Whether you're building or replacing, you may stand to gain 


from a cell dock constructed of steel sheet piles 


@ Common along inland waters, they're proving they can take it 


even in the heavier waters of Lake Ontario 


@ This jobber says cell docks are low in first cost, need little 


upkeep, are durable and rugged. Here's his story 


LIQUIFUELS LIMITED of Toronto checked sev- 
eral types of dock construction before it settled 
on steel sheet pile cells for its new tanker termi- 
nal at Millhaven on Lake Ontario. 

The big Canadian jobber wanted a dock that 
was (1) economical! to build; (2) low in annual up- 
keep; (3) long-lasting and (4) weather-resistant. 

The last item is important: the dock was to be 
700 ft. from shore, exposed to open water. Lake 
Ontario winds can whip up high waves anytime. In 
winter there’s plenty of ice-pack pressure. 

Pile cells filled the bill on all counts. But there 
was an element of risk — pile cells are not too 
common in open water. Most are along protected 
inland waters, mainly the Ohio River and its trib- 
utaries. The risk was eased by pile cells’ service rec- 


ord inland. They’ve gone through many floods 
without damage. They withstand ice pressure; some 
have been built as ice breakers. 


Pile Cell Docks Are Cheaper 


“We investigated wooden cribbing and straight 
sheet steel piling docks,” says D. C. Webster, 
Liquifuels’ project engineer. “Pile cells were con- 
siderably cheaper.” 

Liquifuels’ L-shaped dock of three 35-ft.-di- 
ameter cells cost “roughly $105,000.” 

Dravo of Canada Ltd., which did the work, 
backs up Liquifuels’ thinking on cost. “Pile docks 
offer the advantage of a permanent construction 
of a mass type, ordinarily cheaper than concrete 
and structural steel, more expensive than wood 
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- - - and oil flows straight into Liquifuels Ltd.’s new 


(which, however, requires continual upkeep).” 

And they’re quicker to build than other types 
with comparable service expectancy, says Dravo. 
Time saved depends mostly on location and avail- 
ability of sand and gravel fill for the cells. 

Moreover, Dravo adds, pile cells are just suited 
for unloading liquid cargoes, because a full-face 
dock isn’t required for mooring. 


Maintenance Is Nil 


After nearly a year’s service, Liquifuels’ new 
dock has proved virtually trouble-free. 

The steel sheets show no signs of corroding, and 
Dravo doesn’t expect them to. “Steel sheets have 
been used in fresh water since 1932 without bad 
effect,” says the company. Salt water won’t cause 
trouble, either. “One job on the Delaware River, 
built in 1930, has had no appreciable deterioration 
to date,” Dravo says. 

Steel needs no special protective coating, says 
Dravo, although a coating of red lead paint or 
asphalt can be used if specified. 


Pile Cells Can Take It 


As a mass-type structure, pile cells can take a 
lot of abuse that would otherwise mean trouble 
and expense. Not only do pile cells withstand 
wind, high waves and ice-pak pressure — they can 
also take ship accidents. 

“A 1,500-ton tanker hit a cell head on,” Webster 
says, “and while it rocked back and forth, only 
three or four sheets were dented.” They were easily 
repaired, he adds. 

The diameter of a cell has a lot to do with its 
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520,000-bbl. terminal at Millhaven, Ont. 


ability to take heavy abuse. Although cells under 
16 ft. across can be built, “such cells are general- 
ly not looked upon as mass structures and their 
advantage changes in scope and application,” 
Dravo says. 

The upper limit on size is between 80-100 ft.; 
the more practical diameters are 40-60 ft. 


They’re Flexible, Too 


Millhaven now handles lake tankers between 
200-250 ft. long. Tanker size is limited by the 
channel depth in the Great Lakes and by the 14-ft. 
draft of Cornwall Canal, not the dock. 

When St. Lawrence Seaway is opened, Mill- 
haven expects to handle tankers up to 500 ft. 
long — even lightered T-25 of 523 ft. — without 
trouble. 

And as tankers become bigger, Liquifuels plans 
to build three more pile cells of the same size it 
now has. Two will be located at one side of the 
vertical leg of the L, one on the other side, to 
change the dock shape to an inverted T. Distance 
between centers of the two outer cells will be 540 
ft., enough to moor one big tanker or two smaller 
ones. 

Both outer cells will be isolated from fhe others; 
the new inner cell will be connected to the present 
dock layout by a structural steel walkway of the 
type now linking the cells. 

It adds up to a dock that’s safer to moor to 
than a timber structure because it has the mass 
to hold vessels securely. And Dravo notes a safety 
bonus: if steel grating is used for walkway flooring, 
there isn’t any material on the dock that can burn. @ 
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to pump way up here 





from way down there — a ee” tala Pesci fom 


Centrifugals that prime. Straight-in suction, 
No check valve. Powered or basic units. 


New “80 Series” Lightweight Pumps: 
Seif-priming. Straight-in suction. No check 


When you need a pump, you generally need it right now. Maybe 
it’s for fire protection, dewatering, emptying a sump... all sorts 
of jobs. Water, petroleum or industrial liquids. 

Whether it’s for emergency, routine or stand-by use, we build 
your pump. 

Gorman-Rupp pumps are motor or engine driven. For construc- gate 
tion, fire fighting, jetting, transfer service, sanitation, mining, 2 alti ceca came maven teen "2" 
petroleum marketing, irrigation and other applications. Sizes as nozzles at 100 Ibs. Quick prime. Portable. 
small as 34”. Large as 12”. Complete units or basic pumps. 

We’d like to send you free, ‘How To Use Portable Pumps in 
Industry”. . . reprinted from Power Magazine. Write today. 


THE GORMAN-RUPP COMPANY 


305 Bowman Street « Mansfield, Ohio 
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Transportation 


How Sun Plans Truck Buying 


It expects to cut delivery costs 25% by gearing replacement 


to rising load limits and new designs, as well as company 


expansion. The idea can work for small marketers, too 


THE RIGHT TRUCK REPLACEMENT plan can 
mean real savings as well as paper ones, says Fred 
Hague, Sun Oil’s motor transportation manager. 

Hague looks for a 25% savings—0.07¢ per gal. 
delivered—from his $1.5-million 1956 purchasing 
program. The rigs he bought then haven’t been in 
service long enough for final evaluation, but they’ve 
already shown a 20% increase in gallons delivered 
per hour. That’s the basic efficiency factor that 
brings down the cost per gallon delivered. And Sun 
is spending another $1,785,700 this year for new 
trucks that should mean more savings. 

Hague bases his purchasing program on estimates 
of the number of vehicles needed to replace old 
or obsolete equipment, and the number needed for 
anticipated expansion. 


What Is Obsolescence? 


It’s not just age or wear, Hague says. Sun vehicles 
are used beyond their depreciation life if necessary 
and can still be sold for three or four years’ further 
use by other marketers. 

Obsolescence, in his view, means being out of 
date in terms of what is available. New engine and 
transmission design may make earlier equipment 
obsolete well before it wears out. So may changes 
in state-regulated load limits. 

Competition plays a big part, too, says Hague. 
If your competitors are taking advantage of changes 
that can lower costs, and you aren’t, you stand to 
lose out. 

That’s why Sun’s vehicles are specially designed 
for its own ideas of up-to-date operation—with 
nine basic variations to take care of different state 
laws and local area conditions. 

Among Sun’s features: trucks can be sub-sur- 
face or conventionally loaded. And only one 
compartment is metered. Meters lower the payload 
and cut the rate of flow, Hague believes, but Sun 
uses the metered compartment for topping off. 

The only design changes in Sun’s current pro- 
gram, apart from increased vehicle capacity, are 
those to improve driver comfort and braking 
performance. Hague says the company passes 
up many opportunities to increase payload allowed 
by state laws, because it prefers to add to the 
driver’s safety and comfort. 

There'll be plenty of future obsolescence-through- 
design, however. Hague’s keeping an eye on fuel 
injection for trucks, two-speed axles, and trans- 
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missions with up to 20 speeds. There may even be 
a satisfactory equivalent of fluid drive for trucks— 
a simple transmission that can do the work of a 
multiple-speed job. 

And there will always be obsolescence due to 
changes in load limits. Nowadays almost every state 
is making bigger rigs possible: Sun has designed 
a 9,400-gal. train for use in Michigan. 


What Do You Need To Expand? 

Bigger vehicles are again the answer. Sun’s gaso- 
line fleet has been the same basic size for the past 
decade (never over 288), but the average vehicle 
capacity has risen steadily from 3,105 gal. in 1946 
to 5,672 gal. in 1956. So the same size fleet has 
been able to take care of gasoline sales that have 
risen from 28.7-million bbl. in 1947 to 51.2 million 
bbl. in 1956. 

Of course, expanding into new areas that_can’t 
be served from old terminals will mean buying 
additional rigs. Sun this year is buying two 3,000- 
gal. trucks, 55 semi-trailers of 6,000-gal. and 16 
combination rigs of semi- and full trailers, for its 
gasoline fleet. It has a total of 51 gasoline semis 
available for disposal—a net gain of 22 units in 
the gasoline fleet. 

There may be more significance, however, in the 
fact that all the gasoline vehicles being disposed 
of total about 245,000 gal. capacity—while the 55 
new semis alone have a 330,000-gal. capacity. 

Shifting units from one area to another can also 
keep down new-truck purchases. Sun shifted 19 
semis from central and western operations to the 
eastern seaboard two years ago, to take care of 
“suddenly expanding operations.” 

The $1.7-million program is the biggest Sun has 
ever had. But there’s no unusual reason for it, 
Hague says: company expansion and higher vehicle 
prices raise the dollar volume of the routine re- 
placement program. Other major companies indi- 
cate comparable spending for new trucks as a matter 
of course. 

Disposal of the old vehicles can cut the cash out- 
lay for new ones. Hague puts a $70,000 minimum 
value on vehicles available for discard this year. 
That’s not much compared to the whole program, 
of course. But Hague feels that the very fact that 
the rigs have a market value is a tribute to Sun’s 
preventive maintenance program—a big factor in 
preventing obsolescence by wear. s 

















AR RTM RE BRE OPT 


Lisi, SR eae PE 


HERE’S AN UNUSUAL LOOK AT COST CUTTING 


Each Rockwell-Nordstrom Multiport valve 
in the photo above is doing the job of three or- 
dinary valves. This means that 12 ordinary 
valves are replaced by just 4 Multiports at a 
substantial saving in thecost of valves, flanges, 
piping and fittings. And their simple, easy 
operation—just a quarter-turn—assures 
further savings in terms of foolproof flow 
control. Wasteful production errors are elim- 
inated. Multiport valves cost less to use, too 
. . . the pressurized lubricant that forms a 
positive, leakproof seal also acts as preven- 
tive maintenance against high repair costs. 

Rockwell-Nordstrom Multiport and 
Straightway valves are the world’s most 
complete and versatile line of lubricated plug 
valves. They cost no more to buy, often less 


than ordinary valves and they’ll save you 
money everywhere you use them. 


wT) 


Here are just a few of literally hundreds of port and stop 
arrangements possible with Multiport valves. 


For more information see your supplier or 
write Rockwell Manufacturing Company, 
Pittsburgh 8, Pa. Canadian Valve Licensee: 
Peacock Brothers Limited. 


ROCKWELL-=-Nordstrom VALVES 





LUBRICANT SEALED FOR POSITIVE SHUT-OFF 


OHI Aims for New Standards 


THE OBJECTIVE: 


To put oil heat back in the top spot in the home heat baftle 


THE PLAN: 


1 New performance standards for equipment, installations 
2 Policing of standards at national and local levels 

3. An OHI seal of approval added to UL’'s safety tag 

4 National promotion paid for by sales of OHI's seal 


IT’S A BIG JOB, but oil heat leaders say it has 
to be done—or else. 

“We've got to clean up the industry by selling 
quality, not price. Otherwise we are going to com- 
mit suicide,” warns George Hochstein, outgoing 
president of Oil-Heat Institute of America. 

He said it at OHI’s annual convention, where 
the new OHI program for upgrading product and 
installations was approved. 


Here’s the Picture Today 


Oil heat has satisfactory safety standards through 
Underwriters Laboratories, Inc., says OHI. But 
there’s no single, coordinated, easy-to-use, easy-to- 
understand set of minimum performance standards 
or installation guides that apply to burners, pack- 
aged units, boiler-burner or furnace-burner units, 
or to other components—radiators, pipe sizes, 
ducts, registers—of a heating system. 

Performance standards, ratings and installation 
guides exist. But they come from many different 
sources and all are not universally adopted by 
governing bodies for enforcement. 

OHI says the following groups write some form 
of standards, ratings or guides: Federal Housing 
Authority, National Fire Protection Assn., Ameri- 
can Society of Heating & Airconditioning Engi- 
neers, American Society of Mechanical Engineers, 
American Standards Assn., Bureau of Standards, 
Institute of Boiler & Radiator Manufacturers, Steel 
Boiler Institute, Mechanical Contractors Assn. of 
America, National Warm Air Heating & Aircon- 
ditioning Assn. 

With the help of these trade groups plus other 
public-interest groups—UL, International Fire 
Chiefs Assn., and American Petroleum Institute— 
OHI wants to cull appropriate sections of existing 
regulations to come up with OHI standards cover- 
ing everything going into an oil-fired heating job. 
That way the homeowner will get the most heat 
at least cost and trouble. 


With safety-certified oil heat equipment guaran- 
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teed to perform at a certain level, OHI will be able 
to push this theme in national and local campaigns: 
Buy Only Products Built to UL-OHI Standards of 
Safety and Performance. 


Here’s How It'll Work 

OHI’s executive committee will act as the over-all 
body. Through a full-time staff secretary it will get 
reports on how to do the job from two basic com- 
mittees: 

e Advertising-promotion steering committee. 
Manufacturers of oil-fired equipment, accessories, 
controls and components plus heating equipment 
dealers-installers will be on this committee. 

e Standards steering committee. Sub-committee 
chairmen, public-interest groups, technical groups 
and trade associations will make up its membership. 

Separate subcommittees will be set up for burn- 
ers, furnace-burner units, boiler-burner units, di- 
rect-fired water heaters and installations. Each 
subcommittee will offer representation to burner 
and accessory makers. As advisors, they'll have 
men from public-interest and trade groups. Here’s 
an example: 

The furnace-burner subcommittee will include 
manufacturers who (1) make complete units, (2) 
make furnaces and buy burners, (3) make only 
burners; accessory, components and controls manu- 
facturers; and advisors from UL, NWAHACA, 
ASHAE, FHA (for full names, see above), and 
OHI’s technical division. 

Nuts-and-bolts work to whip up standards will 
be at the subcommittee level. 

Right now, OHI admits, its label plan is only 
a skeleton. “We've got to put some meat on it,” 
says Ralph Becker, OHI managing director. 

Some meat has already been added. R. F. Hertel, 
managing engineer of home heating and cooling, 
General Electric Co., Tyler, Tex., heads the stand- 
ards steering body; J. Hollis Albert, Baltimore oil 
jobber, tops the advertising-promotion unit. 

(Continued on page 126) 





Fuel Oil 


And more meat and muscles will be added when 
additional appointments are made at the OHI 
board meeting in Virginia this September. 

Once subcommittees get down to work, it will be 
possible to come up with burner and furnace-burner 
standards in 90 days, OHI estimates. Standards 
for boiler-burners will take longer. 


Financing the Promotion 


The industry could conceivably raise between 
$1.5-million to $2-million a year, maybe more, to 
pay for national and local oil-heat promotion. 

OHI plans to sell product quality and certified 
installations labels at 50¢ a label, collecting from 
burner and boiler-furnace manufacturers and from 
dealer-installers. These funds will pay for national 
advertising; money coming from installers will go 
into a local kitty to pay for spot checks on in- 
stallations as well as local promotion. 


Here’s Why Upgrading Is a Must 


The oil-fired equipment industry is depressed at 
all levels of distribution, says OHI, and all of it is 
not due to gas heat. 


For years, OHI adds, production has been more 
than the market could absorb, with these develop- 
ments: 

e Price too low to make a profit. Result: Manu- 
facturers had nothing left to put into product re- 
search, improved field service or extensive sales 
drives and advertising. 

e Low-grade equipment on the market along 
with poor installations and expensive service that 
cost the consumer too much for too little comfort. 
Result: Lack of customer confidence in oil heat. 


e Price pressure from builders, with dealers in 
turn asking manufacturers for lower prices. Result: 
Below-cost equipment sales by some heating oil 
dealers to get new oil accounts. 

e Loss of brand-name value to manufacturers, 
dealers and consumers where big installers buy 
products and sell under their own name. 

e Many heating dealers and contractors, even 
manufacturers, are going out of business. 

The UL-OHI label idea, OHI contends, can 
correct some of these conditions by 

e Educating the industry on benefits of standards 
and eliminating buying and selling on price alone; 

e Promoting interests of industry and public 
through better products and better installations; 

e Getting customers used to the idea of buying 
equipment made to strict performance require- 
ments, and having that equipment installed by a 
dealer who guarantees to do the work according 
to industry standards; 

e Getting FHA, other lending agencies and 
regulatory agencies to accept OHI standards to 
make policing of installations easier. 

There are other benefits to the plan. OHI 
says premium products and certified jobs will 
justify higher prices, that satisfied oil-heat users 
will influence others to buy quality instead of price. 
It believes that acceptance of OHI standards by 
FHA, other lending agencies and regulatory bodies 
will result in a demand for quality products and 
installations. 

Shoddy equipment and poor jobs, OHI hopes, 
will then disappear from the market. And the pub- 
lic will have a reliable yardstick to measure auto- 
matic oil heating by. a 


Additives Are Good, But... 


They're not cure-alls — they just 
make good heating oil better. Here 
are some tips on how to use them 


DON’T FORGET THIS: Additives are no substi- 
tute for good equipment, installation and service. 

That’s the word from William Robinson of 
DuPont’s petroleum chemicals division, a speaker 
at OHI’s Boston convention. 

Here Are the Types—Additives on the market 
vary widely, says Robinson. Some are better than 
others, but over-all quality is improving. 

Refiners generally use inhibitors, dispersants, 
metal deactivators. As a rule they shy from odor- 
masking agents, combustion catalysts, dyes. 

Most combustion catalysts are metal salts—and 
they are “touchy”. But the trend is away from 
metallic additives. They can foul up rotary burners 
by coating electrodes and flame rings with an ash. 


If you’re thinking about adding additives on 
your own, check first with your supplier. Find out 
what additives are already in the oil—some addi- 
tives, when mixed with others, neutralize one 
another. Others cause dyes to fade. But you should 
have no trouble on compatibility with masking 
agents. 

When to Use Them—Additives do more when 
added at the refinery level. Oil is at its quality 
peak then, before it’s had a chance to oxidize. 
Less additive can be used then to get the same 
result as later. 


Jobbers’ best bet says Robinson, is to add addi- 
tives when product goes into their own storage, 
rather than at home-delivery level. 

But watch out how much you use. Follow direc- 
tions. Start slowly and build up quantity instead 
of putting in a lot right off the bat. Too much 
dispersant can cause trouble, too. It will stir up 
sludge in home tanks and clog filters and nozzles. 
That means extra service calls. . 
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MORE MODERN FEATURES PER DOLLAR 

Because stock model Fueloaders for Fuel Oil delivery are 
mass-produced in two sizes (1,800 and 2,000-gallon) with 

3 or 4 compartments, you get more modern features for your 
money ... fine custom-built features like precision engineered 
full- length steel sills and front-drained flashing, 
deep-dished front and rear heads, smooth skin shell 
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you a higher return on your dollar through bigger payload, 
longer life, and lower operating costs. Here is fuel oil delivery 
equipment so sturdy and efficient, it will outlast several trucks. 
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FASTER, EASIER FUEL DELIVERY 


Fueloader’s modern design is performance proved to give you 
greater profits through increased efficiency, more stops per 
day. Rear platform mounting gives immediate and 
unobstructed access—from either side—to all servicing 
equipment, including electric drive hose reel and 

single-door meter cabinet with hose rollers on top. 


Columbian is also designing and delivering Master-Crafted 
custom-built units in 2,500 to 4,000-gallon capacities. 

For any Tank-Type equipment, call Columbian, 

your best source for the tops in tanks. 


* Originated by Columbian 


COLUMBIAN STEEL TANK CO. 


P. O. Box 4048-1 Kansas City, Mo. 
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FLAT SURFACE 


BETTER DISPLAY... 


(NO WASTE SHELF SPACE... 


with Continental ““F’”’? STYLE cans 


If ever packages were tailor-made to sell your 
wax, polish and other petroleum products, 
Continental’s “F” style cans are the packages. 
Handsomely lithographed by Continental master 
craftsmen, the broad, flat surface of every “F” 
style acts just like a poster—makes your product 
more attractive and easier to see. And, because of 
their space-saving, oblong shape, “F” style cans 
let grocers stock more of your product per shelf 


foot, meaning greater sales opportunities. 

Let us start you off with all the “F” style cans 
you need, Sizes four ounce (spout top) to one 
gallon. Then, if you need engineering or research 
help, it’s available as part of our Tailor-Made 
Package Service. Call soon for the packages with 
more “see,” more “sell” —Continental “F’” style 
cans. Rapid delivery from shipping points across 
the U. S. 


CONTINENTAL ©can COMPANY 


Eastern Division: 100 East 42nd Street, New York 17, New York 
Central Division: 135 South LaSalle Street, Chicago 3, Illinois 
Pacific Division: Russ Building, San Francisco 4, California 
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Get Set for More Small Cars 


YOU’RE ALREADY SEEING more and more 
foreign cars in this country. With General Motors 
introducing two of its European-made models this 
fall, the trend figures to get even bigger. 


Here’s the Field Now 


Up to now, most domestic manufacturers have 
been sitting on their hands while imported makes 
rode a sales boom. About 95,000 foreign cars were 
sold in the U.S. last year, with Volkswagen account- 
ing for a major share. Sweden’s Volvo also ex- 
panded activities sizably. 

Only American Motors has been touting the 
existence of a growing market for small, high-fuel- 
economy cars. It’s been catering to that trade with 
its Rambler and Metropolitan series. 

Now the rest of the field is waking up: 

e This fall, GM’s Buick division will start 
selling the German-made Opel Rekord. The Pon- 
tiac division will handle the British-made Vauxhall. 

e Ford has said it will push sales of its British- 
made Anglia. 

e Studebaker-Packard will begin selling the 
Mercedes in the fall. 

Only Chrysler Corp. has no entry so far. 


What's Behind the Demand 


Detroit opinion is that the smaller car is growing 
in popularity among two-car families, with even 
some one-car families switching from the larger 
American autos to smaller makes. Fuel economy 
of the smaller cars, ranging from 28 to 35 miles 
per gallon, is frequently a consideration. But no 
definite data is available indicating this is the major 
factor. 

There’s speculation that fleet owners may find 
this new trend attractive also. This may be espe- 
cially true of sales fleets used primarily for city 
work. 

At the start of this year it was predicted that 
about 150,000 foreign cars would be sold in the 
U.S. this year. That would be about 2.5% of 
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total U.S. car sales. With the GM, Ford and 
Studebaker-Packard entries, sales may well exceed 
that figure. Almost certainly 1958 will see small 
car sales in this country pass the 3% mark. 
You can get an idea of the growth in popularity 
of foreign cars with a look at what has happened 
since 1951. That year there were almost 21,000 
foreign cars registered in the U.S. In 1955 the 
number rose to about 51,600. Figures for 1956 
are not available yet, but with some 95,000 sold 
during the year, a substantial increase is evident. 


What it Means to You 

The influx of small and foreign cars will have 
its impact on service in the field — especially over 
a long haul. With fuel economy ranging from 28 
to 35 miles per gallon, for example, many “sec- 
ond,” cars will not consume as much fuel as their 
larger predecessors. 

Most of the foreign cars use 13-inch tires. As 
their number becomes larger, service stations may 
soon find they have to expand their tire inventories 
if they want to keep their two-car customers. 

The wheel treads are narrower, and may pose 
some problems of lifting in service stations. The 
Metropolitan, for example, has a rear wheel tread 
of only 44.8 inches. Though GM has not an- 
nounced the specifications for its Opel yet, it is 
expected to have about the same wheel tread as 
the 1956 model, which was 47.2 inches at the 
front wheels. The Ford Anglia has only a 47.5- 
inch rear wheel tread and the Vauxhall runs 50 
inches. 

GM’s Vauxhall will be powered by a four- 
cylinder engine with optional compression ratios 
of 6.8 to 1 for regular fuel and 7.8 to 1 for pre- 
mium. It has a 9.6-gal. fuel tank and is reported 
delivering almost 35 miles per gallon at an aver- 
age speed of 35 miles an hour. Standard tires are 
5.60 x 13 tubeless with 5.90 x 13 optional. The 
car has a 12-volt electrical system and an inte- 
grated body. a 
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Carl Olson starts his two-day station merchandising stints with a look at the dealer’s TBA sales records . . . 


How to Merchandise Your TBA 


The key man is the merchandiser: these pictures show 
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Dealer observes while Olson demonstrates tire sales talk. When the next car comes, itll be dealer’s turn 
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Tires-Batteries-Accessories 





Then into uniform, always carried in Olson’s car Olson inspects displays, sees price sign is evident 


Budget Plan and Make It Pay 


how he does his job. Does it work? You bet it does 


Payoff: a sale. Olson lends a hand with budget form 


To learn Olson‘s four tricks of the trade, 
Dealer’s talking tires now, so up goes sign please turn the page rammed 


August, 1957 + NATIONAL PETROLEUM NEWS 131 











DEALERS STEP UP their TBA selling efforts 
when they have a budget plan to fall back on. But 
it’s a merchandising aid, not a cure-all, and you 
need a complete program to get results. 

That’s the opinion of A. F. Martindale. He’s 
Standard of Indiana’s division TBA manager in St. 
Louis, where 32 Standard dealers are ringing up 
eye-opening sales with their budget plans. 

The budget plan gets around price resistance 


Standard’s St. Louis division takes care of this 
phase of the plan by sending merchandiser Carl 
A. Olson on a demonstration swing of all budget- 
selling stations. Each gets a two-day visit. There’s 
no mumbo-jumbo; Olson climbs into a uniform 
and pairs off with the dealer or one of his men 
(see pictures on previous pages). 

They take on all the driveway gasoline customers 
as a team. While the dealer fills the tank, Olson 
cleans one side of the windshield. 

Then as he goes around the front end of the car, 
he stoops, pulls out a tread gage, and applies it 
to one tire. He squints at the gage, holding it high 
to attract the customer’s attention without seeming 
to do it intentionally. He repeats for the other tire, 
going on to clean the windshield. 

The business with the tread gage sets the stage. 
Few people know what it is, and some are curious 
enough to ask if it’s a new way of checking tires. 


2 Use a Commission Plan to 


There’s no getting around the fact that if a 
dealer employe goes out of his way to sell a tire 
(or a filter or a battery or anything else) he has 
to install it. With no incentive plan, that’s extra 
work but no extra pay. It’s another story when 
there’s something in it for him personally. 

The best plans pay a commission for all non- 
gasoline sales. Standard’s Martindale likes 5% 
across the board. That’s enough to interest the men 
and still give the dealer a profit. It puts selling 
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I You've Got to Teach Your Men to Ask for Business 


How to Merchandise 
_ A TBA Budget Plan 


(Story begins on page 130) 


in tire selling, Martindale explains. Tires run into 
enough money so that people put off buying them. 
Few buy on impulse without dickering. 


The magic offer of no money down and easy 
payments helps close the hesitant buyer. But first 
the dealer needs to uncover a prospect. That’s 
where a complete merchandising program comes in 
—including solicitation training, incentives for the 
dealer and his men, and forceful display techniques. 





Whether they ask or not, if the tires are worn 
Olson is ready with one of his “tire conversation 
starters,” making sure the dealer overhears the 
pitch. 


“Have you had any tire trouble lately?” is one 
of his favorite openings. Whatever the answer is, 
he can follow up with a warning that 90% of all 
tire trouble occurs in the last 10% of tire life, 
coupled with an offer to buy the unused mileage 
left in the old tires. He mentions the easy terms, but 
tries to conclude a sale on whatever basis suits 
the customer. 


After a few examples the two men trade places. 
For the next customer Olson grabs the hose nozzle 
while the dealer says hello and starts the tire inspec- 
tion routine. The dealer makes a try at getting a 
tire conversation going and carrying through to an 
actual sale, if he can. He discovers that many 
people want tires, but won’t ask for them. 


Build Sales 


effort back of everything, motor oil included, and 
results in a balanced business. 


Eight of the 32 dealers on budget contracts pay 
a flat 5%. Others pay on specific items. One, for 
example, pays $1 per tire or battery and smaller 
amounts for other sales. 


It isn’t easy to sell dealers on the incentive idea. 
Many of them feel that in the case of tires, for 
example, they do most of the selling personally. 
And they have a general fear of paying out more 
money for business they already have. 
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Both Martindale and Olson go to a lot of trouble 
to preach the incentive idea. They recall how they 
cornered one of their largest dealers in a two-hour 
session over the coffee cups. They couldn’t con- 
vince him until they returned to the station and 
found one of the dealer’s men installing a set of 
mail-order tires on a customer’s car. 


Tires, Batteries, Accessories 


When they pointed out the cost of hiring men to 
put on a competitor’s tires, the dealer listened. But 
they still had to show him how he could meet the 
mail order price and still make $3 per tire. And 
they had to figure out his margin on other merchan- 
dise and services to prove their case. They think 
it’s a vital point and well worth the effort. 


3 Hold Contests to Keep Dealers on Their Toes 


The best kind of a contest prize, Martindale 
thinks, is a trip. He sends his dealers to Lake of 
the Ozarks, a central Missouri resort. Dealers seem 
to enjoy most of all a chance to be sociable with 
fellow dealers in out-door surroundings away from 
business and family. They want to go back again 
next year and they'll work to be among the winners. 

To justify its cost, a contest should be spread 
over a long period, says Martindale. He likes to 
start one in the winter and extend it through the 
peak summer selling season. 

Only a tire-selling contest seems to hold dealer 
interest. Rewards for other performance are worked 
in by means of a flexible point-scoring system, but 
tires are the big feature. 


Dealers get credit for tire sales only on the basis 
of tire warranties filled out and mailed to head- 
quarters. These are better evidence of tires sold, 
explains Martindale, than tire orders placed by 
the dealer for stock. 

You can give the dealer contest a lift by setting 
up some kind of short-term contest for the sales 
department. These can be timed to occur along 
toward the end of the dealer contest, when there’s 
always a lag. 

Last year, for example, salesmen were offered 
first, second and third prizes of $50, $25 and $15 
for the best dealer merchandise displays. Awards 
were made on salesmen’s photos of displays they 
set up for their dealers. 


4 Show Dealers How Good Displays Work for Them 


Part of Olson’s assignment is to educate dealers 
on the selling job displays can do for them. Tires 
especially should always be out on the driveway, 
so customers know the dealer is in the tire business. 
The company is strong for large permanent outdoor 
tire cabinets and would like to see more dealers 
install them. 

Portable tire racks, ledge and window displays 
also come in for attention. Olson always likes to 
get as much of the merchandise out in view as 


conditions allow. He also finds dealers don’t put 
up enough signs. 

Most important of all, Olson teaches his dealers, 
some kind of sign should be up at all times adver- 
tising tires at low prices. These can offer a tire 
discount, talk about a tire sale, quote an $11.95 
bargain price, or plug easy payments. Price appeals 
bring customers in, Olson explains to dealers. It’s 
easy to sell the customer on the value of a better 
tire after you get him in, he says. 


Here's the Payoff: TBA Stars Do More Gallonage 


Since Indiana Standard’s St. Louis division 
launched its budget program in June, 1956, it’s 
kept books on the 32 dealers in the program. 

The 32 dealers all stocked up on tires, so their 
tire purchases went up by 55%, while the average 
for the division was 3.9%. 

They sold a lot of tires, so they sent in 51% 
more tire warranties, against a division increase 
of 8.5%. 
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Just because they became better salesmen, their 
collective gallonage went up 12.78%, just about 
twice the 5.9% gain for the whole division. And 
results from the 32 dealers are figured into the 
division totals. 


These figures bear out a favorite contention of 
Paul Hawk, Standard of Indiana’s TBA manager: 
the dealer who learns to sell TBA will always - 
ina + soe — — 
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1907 — The first electric lights for cars 


1955 — Globe introduces 
first mass-produced 
color-painted batteries 


The first electric lights for cars touched off a 
welcome evolution towards safer, more enjoyable 
motoring. In the same vein, Globe pioneering not 
only improved the performance of batteries but 
also their appearance. The latest Globe first is 
mass-producing color-painted batteries for greater 
merchandisability and eye appeal. 


These color-painted batteries 


themselves! 


1 represent merchandising 
eh at its best. They sell 
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In keeping with established quality control standards, 


Globe uses special paints for hand and spray painting 
operations. These are quick-drying to assure proper set- FOR FASTER, LOWER-COST DELIVERY! 


ting . . . long-lasting eye appeal. Globe’s sixteen plants are strategically located for fastest, 
Unmatched technical progress is only one of several lowest-cost shipments to all markets; thirteen (*) are 
Globe contributions to greater battery sales. Equally im- producing creatively packaged dry-charged batteries. 
portant, Globe’s service includes modern battery mer- 
chandising — through dramatic color. Smart designs and *ATLANTA, GA., *DALLAS, TEXAS, *EMPORIA, KANSAS, *HOUSTON, 
vivid colors lift batteries from back-room stocks to promi- TEXAS, *LOUISVILLE, KY., *MEDFORD, MASS., *MEMPHIS, TENN., *MiIL- 
nent wall, counter and window displays that attract cus- WAUKEE, WIS., *MINERAL RIDGE, OHIO, *PHILADELPHIA, PA., *REIDS- 
tomers — build sales. VILLE, NO. CAROLINA, "SAN JOSE, CALIF., *HASTINGS-ON-HUDSON, N. Y., 
Another milestone in power — another first for Globe. LOS ANGELES, CALIF., OREGON CITY, ORE., AJAX (ONTARIO) CANADA 


GLOBE-UNION INC. 


SPLIt-second STARTING MILWAUKEE 1, WISCONSIN 


If it’s Petroleum-powered there’s a OTA aaa "ight from the start! 


SPINNING POWER 





that's increasingly conscious of tire prices 


Tires—Batteries—Accessories 


What About Low-Price Tire Ads? 


@ Tire “bargains” are now available year-round for a public 





@ The trend is growing as more oil marketers go in for the 


specials. Why argue with success, they ask? 


ON THE MORNING of May 22 
eight days before Memorial Day—the 
citizens of Beckley, W. Va., opened 

Pe their newspapers 
to a big two-color 
advertisement of 
a tire bargain 
sale. “New low 
prices” rang the 
headline. In the 
text: “Never be- 
fore at this low 
price.” 

Not far from 
Beckley, in Cov- 
ington, Va., ap- 
peared an offer by 
a Western Auto Supply store for tires 
at $17.77. The following day, motor- 
ists in Charlottesville, Va., learned that 
the local Montgomery Ward store had 
tires on sale at prices purported to be 
25% off. 

Ward's featured three 
$15.95; $14.45; and $12.95. 

These are three good examples of 
what happens about the same time 
every summer, all over the country, 
on all kinds of tires. The $19.95 price 
in Beckley was for a 6.70-15 Good- 
year “DeLuxe Nylon Super-Cushion.” 
The Western Auto store was selling a 
6.70-15 Davis Silent Sentry nylon for 
$17.77. The Montgomery Ward prices 
were for three different sizes of River- 
side DeLuxe rayons. Without excep- 
tion, each advertiser claimed propor- 
tionate cuts on all sizes. Ward's 
showed list prices of around $5 to $7 
above sale prices, but because of flex- 
ible trade-in allowances, tire list prices 
have little meaning. 

The crescendo of cut-price tire ad- 
vertising that rises every year just 
prior to the three big summer holidays 
is a long-standing irritant to oil mar- 
keters. For that matter the rubber 
industry itself is frequently heard to 
complain about it. 

A few years ago at a tire dealer 
convention, one rubber company offi- 
cial got perilously close to antitrust 
trouble. From the speaker’s platform 
he declared that any time the rest 
of the rubber companies wanted to 


By F. C. Sturtevant 
TBA Editor 


prices: 


cease cutting prices at the season of 
peak tire demand, his company would 
be only too happy to drop what he 
considered an indefensible practice. 

It's Price That Hurts—The timing 
means less to oil marketers and their 
service station dealers than the sharp 
price cuts. In fact, the “seasonal” 
price specials have gradually crept 
around the calendar until you find 
them popping up even in December 
and January. 

Thus the prevailing all-year price 
level is pulled down very close to 
these “seasonal” bargain levels. And 
these levels are uncomfortably close 
to the service station cost. Station 
dealers have long been bitter critics 
of tire price advertising. They have 
seen little room for profit if they meet 
the prices. They’ve either held out 
for top prices and lost business, or 
they’ve cut prices and complained of 
no profit. 

It’s been tough to sell the station 
dealers on the finer points of tire 
merchandising. They’ve been slow to 
accept the idea of taking a small 
profit on the tire sale and getting their 
money out of the trade-in; or selling 
the customer up to a higher price 
level for a better tire; or building 
up profitable tire service; or pushing 
time payment sales. 

Joining the Act—Now there are 
signs that more service stations are 
being converted to the bargain sale 
method of tire merchandising. Down 
at the bottom of the Beckley Good- 
year ad, for example, we see it was 
placed by Appalachian Tire Products, 
Inc., Distributor, and associated deal- 
ers. It includes a list of the associate 
dealers—over half of them (10 of 16) 
are service stations. 

For some curious reason not a sin- 
gle gasoline supplier of the 10 service 
stations sells or sponsors the Goodyear 
line. Four are Esso dealers; two 
Amoco; two Texaco; one Pure; and 
one has no brand identification. 

In the-bigeities they may do it 
a little differently. The following week 
the same tire was advertised at the 
same price in a Philadelphia paper, 
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with this line running at the bottom 
of the list of associate dealers: “Also 
available at all Atlantic and Sinclair 
stations displaying the Goodyear sign.” 

And again, in a Toledo paper last 
January, the Capital Tire & Rubber 
Co., advertised three sizes of a Good- 
year second line tire at prices ranging 
from $11.95 to $14.40. Among the 
names of associate dealers were six 
Shell dealers, one Sohio dealer, and 
two stations without brand identifica- 
tion. 

There are other signs of petroleum 
outlets successfully using the price 
appeal route to get the customers in. 
One oil jobber in Virginia, operates 
a Firestone dealership, and has his 
own version of how to play up prices. 

His May Tire Sale featured in big, 
black letters: “NYLON—$16.80.” The 
tires were described as “premium 
grade nylons” but if the customer 
looked twice he learned that the 
$16.80 price applied to the second 
tire of a pair. For the first one he 
had to pay the list price of $28. 

It should be explained that some 
of the jobbers’ non-oil competitors, in 
their price advertising, used similar 
qualifications. For example, prices in 
the Montgomery Ward ad were re- 
stricted in the fine print, to purchases 
of sets of four. 

However, most oil marketers be- 
lieve you'll have better customer re- 
lations over the long haul if you 
quote simple prices. They endorse an 
advertised price plus a_ recappable 
trade-in. Buyers readily understand 
and accept that kind of an offer, 
they say. 

In still another instance, an oil 
jobber participated in a seasonal tire 
promotion based on a low advertised 
price. A May Tire Sale advertised in 
Washington, D. C., featured the 
Goodyear second line, with the same 
three prices that appeared in the 
Toledo paper in January. The list of 
sponsoring dealers includes the Steuart 
Petroleum Co., along with a number 
of tire dealers, and one Shell service 
station. 

(Continued on page 136) 
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Why it Works—The reason cut- 
price tire advertising persists and 
grows, in spite of its critics, is because 
it pulls in the customers. Whether it’s 
logical or not, the scent of a bargain 
inspires many car owners to buy new 
tires before the old ones are completely 
worn out. 

In the economics of the pricing 
system there may be much to criti- 
cize, but that’s another story. And the 
wording of a lot of this advertising 
may indeed tend to confuse the buyer. 
That, too is another story. The basic 
fact that must be accepted is that the 
public is extremely tire-price conscious. 

Some TBA managers have reluc- 
tantly decided their dealers might as 
well learn to live with price promo- 
tions. They’ve gone about coaching 
them on how to advertise a low price, 
how to sell up where they can, how 
to get their profit out of the trade-in. 

There appears to be a long, slow 
rise in the number of dealers partici- 
pating in tire price advertising. “It’s 
a result of our persistent coaching,” 
says one oil marketing official. “At 
times we only inch forward, but we 
are making progress.” e 


Dow kicks off 


new antifreeze 


THIS MONTH Dow Chemical’s sup- 
port campaign for its oil company 
customers gets underway. As in other 
years, the advertising directed to con- 
sumers urges an early cooling system 
check. 

In effect, the campaign consti- 
tutes advertising for the oil indus- 
try and all its service stations, regard- 
less of type or brand of antifreeze. 
“See your serviceman early,” is the 
only point Dow tries to get across. 
Full pages in national magazines will 
be used plus publicity releases to 2,000 
newspapers. 

Point-of-sale material includes a lay- 
out sheet of suggested uses for posters 
and banners in station windows, with 
or without displays of product. 

A cartoon film “A Car is a Woman” 
is being shown via television stations, 
civic groups and schools. 

As aids to dealer training, Dow 
offers a booklet, two charts, and a 
technical manual. 

In addition, four films are available: 
“Call It Free” shows how so-called 
free services make money; “Spring 
Holiday” shows how cooling system 
service gets new customers; “Cooling 
System Maintenance” shows dealers 
how to check the cooling system: 
“Hold Your Horses” tells about trac- 
tor cooling systems. @ 
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Air bubble centered on dial indicates that new tire has... 


Built-in Tire Balancing 


U.S. RUBBER CO. claims to have de- 
veloped the world’s first permanently 
balanced passenger car tire. 

The company calls this development 
“the goal of tire makers since autos 
came out with independent front wheel 
suspension in 1934.” 

“Permanent balance” is achieved by 
vulcanizing a thin, wide strip of very 
dense rubber to the inside of the tire. 
U.S. Rubber claims the strip makes 
possible a “vibration-less ride even at 
high speed.” 

In conventional tire manufacture, a 
piece of “rubber dough” is cemented 
to the liner at the tire’s light spot, 
after the vulcanizing operation. But 


What's New in 


tubeless tires have presented a prob- 
lem to rubber companies, since the 
lump of dough cannot be held in 
place by an inflated rubber tube. 

U.S. Rubber says the balancing 
strip has finally licked this problem. 
The device will be used initially in a 
new line, Fisk Safti-Flights, a tube- 
less, nylon cord tire with an unusual 
8-ply rating. The company is also 
putting the strip in its U.S. Royal 
Master. 

The balancing strip has a “bonus 
advantage”, too, the company adds. 
It gives a firm grip around an object 
in case of puncture, making the new 
tire “virtually blowout-proof.” 


TBA... 





Tread rubber plant 


. recently completed by Goodyear 
at Chehalis, Wash., is now in produc- 
tion. Manager Robert W. Jenkinson 
is in charge of the $1-million instal- 
lation. 


Plant expansion 


. . . at the B. F. Goodrich factory in 
Los Angeles has increased capacity by 
50% at a cost of $6-million. Goodrich 


regards California as the nation’s top 
replacement tire market. 


Rim schools 


- . - are being conducted in three 
different areas by the Metal Products 
division of Goodyear Tire & Rubber 
Co., Akron. Purpose is to familiarize 
tire dealers and equipment owners 
with the latest techniques in servicing 
large earthmover tires and rims, with 
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(Continued from page 136) 

special attention to tubeless assemblies 
now used on all new earthmover 
equipment. Rim schools are conducted 
by Goodyear rim engineers under the 
direction of H. J. Lafaye, general 
manager of the Metal Products divi- 
sion. The three schools are operating 
simultaneously in the east, central and 
western sections of the nation. Train- 
ing materials are moved from city to 
city in large two-ton van-type trucks. 


Seat cover drive 


. . . by SureFit Stores, a division of 
the Howard Zink Corp., includes an 
expanded promotion and advertising 
program, and the addition of new 
retail stores in Cleveland, Spokane, 
Tacoma and Knoxville. Further plans 
call for opening a second store in 
Seattle, three in the San Francisco 
area, three in the San Diego area, 
and three more in metropolitan Los 
Angeles. All SureFit stores are in- 
dividually owned and franchised. Per- 
sonnel are trained in factory approved 
installation. Products include custom- 
designed auto tops and seat covers, 
safety seat belts, wedge cushions, floor 
mats, custom interiors and other auto- 
motive upholstery accessories. 


Dual lamp folder 


.. . tells in four pages of pictures and 
text what dealers will want to know 
about the new four-headlamp system. 
The functions of each lamp is ex- 
plained so that dealers can answer 
customers’ questions. Instructions for 
aiming the new lights are also 
included. 


Pen-shaped oiler 


. . » for the resale market has been 
developed by Dill Mfg. Co. Its pin- 
point control offers a clean, econom- 
ical method of oiling out-of-the-way 
places ordinarily difficult to reach 
with a conventional oil can. Can be 
used either vertically or horizontally 
for surface application or for holes up 
to %” deep. Operated by pressing 
spring-controlled steel point against 
spot to be oiled. Release of pressure 


ejects fraction of a drop; if more oil 
is required, repeated pressing delivers 
exact amount. Oil supply is clearly 
visible in transparent reservoir. Infor- 
mation available from Dill Mfg. Co., 
700 E. 82nd St., Cleveland, Ohio. 


New nylon premium 


. . . tubeless tire has been introduced 
by Cooper Tire & Rubber Co., Find- 
lay, Ohio. Called the Cooper Safety- 
Premium with Lifeline tread, the new 
tire is said to give 20% quicker stops 
and 15% longer tread wear than pre- 
vious premium tires. 


National battery advertising 


. in consumer magazines is now 
appearing on behalf of 30 regional 
battery manufacturers who make up 
the recently organized Independent 
Battery Manufacturers of America. 
The program is being financed by the 
sale of IBMA seals of approval to be 
placed on all batteries that meet a set 
of specifications adopted by the group, 
and by the sale of display and promo- 
tional material to IBMA members. 
Objectives of the advertising campaign 
are to get public acceptance of all 
IBMA batteries and to educate the 
public to use better grade batteries. 
Al Whidden & Associates, Inc., of 
Tampa, Fla., has been retained as 
advertising council. 


New flashlight batteries 


. . . will be sold under the brand name 
of “Winchester” by the electrical divi- 
sion of Olin Mathieson Chemical 
Corp. New name is borrowed from 
the company’s Winchester-Western di- 
vision, manufacturer of firearms. The 
Olin name is being discontinued, as a 


August, 1957 + NATIONAL PETROLEUM NEWS 


battery brand, except for the Olin 
photo-flash battery. The new line in- 
corporates improvements expected to 
give more uniform quality and longer 
shelf life. 





Plastic covers 


. . . for wind cords are designed both 
as a protection at the point where the 
first signs of wear appear, and as an 
added decoration. They’re sold under 
the trade name of “Scuffies”. Manu- 
facturer guarantees them to last the 
life of the car. Retail price, 89¢ a 
pair. Available in red, blue, green and 
clear, to fit all makes. Ollie Auto Top, 
2065 Hampton Ave., St. Louis 10, 
Mo., is the manufacturer. 


“Load Leveler”’ 


. . . is the name of a new ride-control 
device now marketed by Monroe 
Auto Equipment Co., as a replace- 
ment for rear shock absorbers. It’s 
described by Monroe as an oversized, 
calibrated shock absorber with an 
overload spring. Said to end sagging 
rear springs on heavily loaded pass- 
enger cars, to neutralize bucking on 
sudden stops and to prevent sway 
when cornering. It can be mounted 
by using the same drill holes as the 
old shocks. 

(Continued on page 138) 
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BRIGHTESP 


NEWS IN SERVICE STATION LIGHTING 


. cuts lighting costs 309 


Patent No. 167558 


NEW 


WIDE ANGLE COVERAGE 


NEW 


YEARS-AHEAD DESIGN — 
SINGLE OR DOUBLE-WING 


NEW 


RAPID-START LAMPS (400- 
600 WATTS PER UNIT) 


NEW 


NO-GLARE BRIGHTNESS 


NEW 


HINGED-POLE STYLING 


APL SERIES 


? by Electric Lighting Sales, Inc. 
vastly increased visability. 


tively apart. 





and operating costs. 


able, snap-on plexiglas covers. 





tion. Write for details — today! 





Etcctrie Lighting 


3423 Vistavia Drive Tucker, Georgia P. O. Box 1907 





The Best In 
ick Couplings 


ony EVER-TITE a. 


can make all these claims 


Superior quality 
—precision machined 


Uniform wall thickness 


—no weak sa 


Extra heavy reinforcing rim 


Larger diameter cam ears 
for longer service life 


- 


Extra 
Hi-Strength 
forged 
handles 
— greater 
economy 


Stainless 
Steel pins 
—dgreater 
safety and 
longer 
service 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


Superior quality 
—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK 19 
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Testing instructions 


. . . for 12-volt batteries are provided 
in a new folder designed by United 
States Rubber Co. Service station 
people are still hazy about 12-volt 
testing, the company learned from a 
national survey. Diagrams in the 
folder make use of red arrows run- 
ning the length of each cell. Testing in 
the direction of the arrows insures 
that no more than one cell is tested at 
a time. Copies of the folder free on 
request to the Allied Products depart- 
ment Tire division, United States 
Rubber Co., 1230 Sixth Ave., New 
York 20, N. Y. 





/ 
(eo) 


The new APL means fewer units .. . 
Its unique 
angled feature sets your station distinc- 


Pre-adjusted angle for maximum light- 
ing efficiency means lower maintenance 


All aluminum, sealed-in light. Remov- 


Furnished complete, ready for installa- 


Sales, Que. 


Stockton, California 


= 


Pneumatic industrial tire 


. . Called the Super Rib is being 
marketed by Goodyear. It’s a multi- 
purpose tire designed for use on boat 
trailers, industrial tractors, mine cars, 
aircraft service, materials handling 
equipment and a variety of other 
applications. Available in a wide 
range to tubeless and tube-type sizes, 
from 3.40/3.00x5 to 7.50x10. 


New Delco package 


. . . for distributor contact point as- 
semblies is designed both for attractive 
display and for corrosion protection. 
Because the points are now shipped 
factory aligned, they are first packed 
in a paperboard container. The paper- 
board is sulfur-free material to 
minimize corrosion if storage is pro- 
longed. Exterior of the carton uses 
an orange, silver, black and white col- 
or scheme. Heat-sealed laminated foil, 
generally used for an inner envelope 
type of package is used here as an 
outside wrapping to give added eye 
appeal. 
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Personnel... 


Raymond F. 
Allen has _ been 
made vice presi- 
dent and director 
of marketing and 
sales for the 
Thermoid Co., 
Trenton, N. J. He 
was formerly vice 
president of sales 
at Stansteel 
Corp., New York 
City, and before Allen 
that was associated with Brewster Aer- 
onautical Corp. He is a graduate of 
University of California and of the 
Harvard School of Business Admin- 
istration. 

a 


John P. Cavanaugh is the new 
petroleum representative for Good- 
year in New York. He succeeds John 
L. Wallace, who retired. Cavanaugh 
has been with Goodyear for 13 years, 
starting in a company service store in 
Hartford, Conn., and filling a series of 
field sales posts prior to his present 
appointment. 

e 


Executive changes at AC Spark 
Plug division of GM include: 

0. Franklin Frost, former mer- 
chandising manager, has been pro- 
moted to the new post of assistant 
general sales manager. 

George R. Work, Los Angeles re- 
gional manager, succeeds Frost as 
merchandising manager. 

George N. Keim has been transferred 
from Atlanta to succeed Work as 
regional manager at Los Angeles. 
Howard L. Wilburn, Detroit regional 
manager, has moved to Atlanta to 
succeed Keim. 

J. Patrick Kane, assistant general 
merchandising manager, has replaced 
Wilburn in Detroit. 

William C. Lee and Paul P. Trainor 
have been advanced from assistant 
sales managers to eastern sales man- 
ager and western sales manager, 
respectively. 

Willis J. Oldfield now has charge 
of advertising. At one time sales 
promotion manager, he is returning to 
sales work from the post of public 
relations manager at AC’s Milwaukee 
plants. 

* 


R. H. Crum, who recently became 
head of Esso Standard’s TBA dept. 
has been temporarily detached from 
his post for a special assignment. Un- 
til Crum resumes his duties, his place 
is being taken by J. E. Beers. 
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dependable pumping power 


cuts costs in 


bulk station service... 


Time and again Ingersoll-Rand Motor- 
pumps have proved that their rugged con- 
struction and up-to-date design features 
pay off in actual savings in fuel oil and 
gasoline handling . . . they’re extra power- 
ful for their compact size. Installation is 
simplified because you do not need a spe- 
cial foundation and have no alignment 
problem. 


Ingersoll-Rand Motorpumps are available 
in both standard and self-priming types to 
meet your specific needs. Complete per- 
formance data and specifications are 
available on request. See or call your 
local Ingersoll-Rand branch office or local 
Ingersoll-Rand dealer today. 


MOTORR PUMP 
by Ingersoll- -Rand 


11 Broadway, New York 4, N. Y. 


9-651 





Sizes from %4 
to 75 horse- 
power—5 to 
2800 gpm 
capacities 








ee 
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NOJC reception: Jobbers mingle with congressmen (like Senate majority leader Johnson of Texas, above) 


Jobbers Take Over the Capitol 


WASHINGTON WAS HOT in June, 
but tempers stayed cool during the 
National Oil Jobbers Council’s mid- 
year meeting there. Moderation was 
the word; the old threat of going to 
the government was scarcely heard. 

Instead, the government came to 
NOJC. Over 200 Congressmen showed 
up as invited guests of jobbers at a 
closing-night reception and banquet 
(see pictures). That testimonial to the 
jobber’s political importance added to 
the evidence that NOJC is growing in 
strength and confidence. 

At the meeting’s end, there was 
little formal action to look back on. 
More had happened in behind-the- 
scenes board meetings than on the 
rostrum and floor. For many jobbers, 
the meeting’s biggest value was the 
opportunity to make and renew con- 
tacts with Congressmen. 

Warnings and Prophecies—Two top 
NOIC officials reminded the 217 at- 
tending jobbers that plenty of tough 
problems still exist. 

President Clint K. Elliott ascribed 
most intra-industry friction to “unre- 
stricted refinery runs,” and ticked off 
a handful of problems attributable to 
oversupply. 
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General counsel Otis H. Ellis issued 
a challenge to all jobbers. In an out- 
spoken report (see page 98), Ellis 
stated that “all too many jobbers re- 
fuse to recognize that we are in the 
course of an evolution in the market- 
ing and distribution of petroleum 
products.” He recommended that 
NOJC adopt a two-point program to 
make jobbers aware of the need to 
maximize their efficiency, and to assist 
them in obtaining tools and informa- 
tion to carry this out. 

NOJC voted in one new member, 
Oklahoma Oil Jobbers Assn., and 
one old one, Independent Oil Men’s 
Assn., of New England (which fol- 
lowed the earlier lead of Empire State 
Petroleum Assn, by returning after a 
policy split with NOJC). The Council 
also created a new Fuel Oil Commit- 
tee—symbolic of the growing influence 
of heating oil jobbers within NOJC 
ranks. 

Progress and Problems— Making his 
third report as president, Elliott re- 
counted NOJC efforts to convince 
suppliers of the “dire need” for more 
jobber margin. He cited the first-of- 
the-year increase as proof that “or- 
ganized effort pays dividends.” 


But Elliott deplored oversupply con- 
ditions, stating that “overbuilding of 
stations, ridiculously low commercial 
discounts, insufficient earnings of the 
jobbers, commission agents and deal- 
ers, price wars, etc., are mainly the 
end result of producing more products 
than can be consumed.” 

Elliott predicted that “the present 
rash of congressional and grand jury 
investigations . . . will continue until 
the situation is solved.” 

The NOIJC president hit especially 
hard at the majors’ commercial ac- 
count policies. “There is no economic 
justification for selling any consumer 
at prices lower than a jobber’s,” he 
said. “This practice is one which will 
eventually cause plenty of govern- 
ment investigation unless corrected.” 

Elliott summarized by listing seven 
major NOJC problems and 13 achieve- 
ments. Chief problems: commercial 
accounts, price wars, station building, 
margins “still far too low.” Achieve- 
ments: better supplier relations, margin 
increases, launching of an NOJC mag- 
azine, successful defenses against un- 
favorable legislation, membership 
growth. 


(Continued on page 142) 
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Jobber Richard M. Kuss, Bonded Oil Co. of Ohio, has a 
down-to-earth session with Otis H. Ellis, general counsel 
of NOJC, and Rep. Clarence J. Brown (R., Ohio) 


Rep. Fred Schwengel (R., Iowa) is welcomed by James E. 
Herriott, John Harper and NOJC vice president Miles M. 
Mills, Sr. Harper’s from New York, others are Iowans 





SAPNA 
Sen. Cari T. Curtis (R., Neb.) trades points with George 
L. Watters, Nebraska secretary, as Mrs. Curtis listens 


Texas jobber Bernie Coughlin gets some inside dope on 
new legislation from Rep. Homer Thornberry (D., Tex.) 


[SS 
SF 


“aE Hae 


Leslie Neal, another Texas jobber, shares a joke about the 
Lone Star State with Rep. Joe M. Kilgore (D., Tex.) 
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Sen. Irving M. Ives (R., N. Y.) and constituent John 
Harper debate the issues for Otis Ellis and his wife 
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(Continued from page 140) 

Time to Be Positive — Following 
Elliott on the rostrum, “Deacon” Ellis 
urged the adoption of a constructive 
program to “help the jobber help him- 
self.” Said Ellis, “There are too many 
jobbers who spend too much of their 
time complaining about conditions, 
and too little of their time in an en- 
deavor to change those conditions to 
the maximum extent possible.” 

Floor Business—In general sessions, 
NOJC members heard economic con- 
centration subcommittee chairman E. 
J. (Connie) Connable remark that his 
group had “kind of gotten away from 
a threat and gone to the use of a 
needle” in its attitude toward suppliers. 
That summed up a pretty general 
feeling in NOJC corridors. 

e A report calling for establish- 
ment of consumer transport postings 
in national publications was adopted. 

e “In the meeting’s only real debate, 
members finally tabled a proposal to 
set up a “stockholders’ committee” 
designed to inspect financial reports 
of various majors, with the aim of 
determining whether marketing is be- 
ing subsidized. Even the debate on this 
was mild in comparison to the inflamed 
arguments of past meetings. 

e NOJC adopted a report calling 
for reiteration of its “traditional policy 
of opposing any and all efforts to 
restrict oil imports—either crude or 
products,” and recommending “that in 
the event imports are restricted by 
mandate, as distinguished from volun- 
tary means . . . the Council should 
again review its position on the de- 
pletion allowance, since it is quite 
probable that if import restrictions are 
imposed, there may be no further need 
for all of the present depletion allow- 
RRS ci” 

That was the only reference to the 
depletion allowance in any subcom- 
mittee report. The former big stick 


NOJC Secretaries 





of the NOJC was definitely played 
down at this meeting. 

Lobby Chatter—This was the big- 
gest NOJC gathering yet: 217 jobbers, 
106 wives, 51 children . . . Florida, 
Kentucky and Pennsylvania, tied for 
attendance honors. Each checked into 
the air-conditioned Shoreham with 12 
delegates. Empire had 11... . 

Member associations number 28 
again. Observers from two “prospect” 
associations were on hand—Harry 
Huber from Louisiana and Thomas 
Ryan from New Mexico. Maine, Ohio, 
Kansas and California are the other 
non-members. President Clint 
Elliott’s pushing an NOJC division for 
consignees and agents. That would 
pave the way for Louisiana’s entry. 

New face: John Aiken bowed in 
as NOJC executive secretary, and kept 
things moving smoothly. He wore an 
electronic-paging device at his belt to 
make sure. . . . Old face: Gorden 
Duke, an NOJC founder, took charge 
of the banquet. He managed to seat 
a total of 701, including congressmen, 
wives, kids, and a straw-hatted and 
songful delegation from the Hoosier 
state. 

Esso Standard threw a gala recep- 
tion. Thirty marketing men played 
host, including VP Bill Ray and GM 
Jack Miller. Other supplier reps on 
the premises: Paul Caldwell and 
Charlie Price (Shell), Bill Marquam 
(Pute), George McDaniel (Socony), 
Rush Carrier (Tidewater). . . . Mr. 
and Mrs. Carrier gave a_ breakfast 
for jobber wives. . . . The others held 
informal cocktail parties. 

For many jobbers, the meeting was 
part of a big family vacation. Most 
got in at least some sightseeing—de- 
spite the heat—and several sat in on 
the House civil rights debate. Affairs 
wound up half a day ahead of sched- 
ule, so everyone got a bonus in 
leisure time. # 


Jobber Fund Plan Shelved 


JUST AS IT IS with families, money 
and housekeeping were the principal 
subjects when the executive secreta- 
ries of the National Oil Jobbers Coun- 
cil held their meeting. No concrete 
action was taken by the secretaries, 
but there was a heavy exchange of 
opinions. 

Jobber financing concerns most of 
the secretaries because that is of para- 
mount interest to members of jobber 
associations. The secretaries heard 
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South Carolina and Tennessee report 
that they have shelved plans to start 
their own lending institutions, making 
long-term loans available to members. 
They were unable to work out asso- 
ciation corporations. 

But there were some other useful 
by-products. Both reported that sev- 
eral supplying companies have made 
better mortgage agreements with job- 
bers as a result of the attention at- 
tracted by the loan-fund plans. South 


Carolina said that its group has 
learned how to do business with the 
Small Business Administration. One 
member obtained a $250,000 loan. 

e Lyle Munson reported that the 
Iowa Independent Oil Jobbers Assn. 
now encourages jobbers to take their 
wives to conventions to get a better 
turnout of jobbers. Georgia and Texas 
reported an increase of wives at their 
state jobber meetings. 

e Steve Fleener, executive secre- 
tary of the Indiana Petroleum Assn., 
disclosed some interesting details on 
publishing association magazines. The 
costs range from $8 a page to $27. 
The secretaries themselves solicit ad- 
vertising; 80% of the publications pay 
advertising agencies the 15% commis- 
sion commonly allowed. Fleener pro- 
posed a uniform page size for all 
association publications as a means of 
getting more advertising. 

e Ken King, executive secretary of 
the Wisconsin Petroleum Assn., re- 
ported that the average number of 
dues-delinquent members seems to be 
about 10%. 

The secretaries put off indefinitely 
plans for staging a management insti- 
tute for secretaries in conjunction with 
regular NOJC meetings. They also 
voted to dispense with a secretaries’ 
meeting at the next NOJC convention 
(November in Chicago). : 











cancer 
strikes 


of your friends 
give to 
AMERICAN CANCER SOCIETY 
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Here’s a powerful new profit tool for Texaco Dealers who sell 


PT ANTI-FREEZE 





WE INVITE YOU, if you're 
not already a Texaco Dealer, 
to talk it over with your near- 
est Texaco representative. 
PT Anti-Freeze is just one of 
the many top-quality prod- 
ucts that make a Texaco 
Dealership so profitable. 





ANTI-FREEZE 


: 
‘FILL Protects atk WINT! 





Now, for the first time...a written 
guarantee of all-winter protection 





SALES of Texaco PT ANTI-FREEZE 


will skyrocket this year! 
REASON: The biggest advertising and 


promotion campaign ever . . . will tell car 
owners that they get a written guarantee 


that one fill of Texaco PT Anti-Freeze will 
protect the cooling system all winter long. 


PROFIT: This guaranteed protection by 
Texaco will bring Texaco Dealers new 
anti-freeze business . . . 

increase their profits! 





DIVISION OFFICES: Atlanta, Ga.; Boston 16, Mass.; Buffalo 9, N. Y.; Butte, 

Mont.; Chicago 4, Ill.; Dallas 2, Tex.; Denver 3, Colo.; Houston 2, Tex.; — 
Indianapolis 1, Ind.; Los Angeles 15, Calif.; Minneapolis 3, Minn.; New TEXAS 
Orleans 16, La.; New York 17, N. Y.; Norfolk 2, Va.; Seattle 1, Wash. COMPANY 
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FASTER LOADING : 
& . EASIER HANDLING oy 
MAXIMUM FLOW 





“For fast 
Wheaton 
service, 
contact 
the field 
engineer 
nearest 
you —" 


SIMPLE MAINTENANCE 


Proven for Quality since 1892 


Wheaton Brass Works > Union, New Jersey 
REPRESENTATIVES IN ALL PRINCIPAL CITIES WORLD-WIDE 


United States Representatives 


P, R. GIRARD & SON PHIL S. CRUTCHER, JR. 
Chicago, lilinois Louisville, Kentucky 

LUFKIN ENGINEERING MANNING, HONE. 

& EQUIPMENT CO. & SIEKMEIER INC. 

» Mass. Denver, Colorado —~ 

C. H. CURRIER CO. 

Pasadena, California 


A. H, STROYD 
ene tren Pittsburgh, Penna. 
J. A. SAVAGE 
SYSTEMS, INC. 
Oakland, California Summit, New 


Jersey 
H. 0. LINK & SON 
Baltimore, Maryland 


CONNOR & HARRIS EQUIPMENT SALES CO. INC. 
Kansas City, Missouri Atlante, Georgia 


THE WATTS CO. 
Houston, Texas 


RENICK & MAHONEY, INC. 
lew York, New York 


R. H. WISHMAN CO., INC. 

Buffalo, New York 

H.:G. ANDERSON 
EQUIPMENT CO. 

Albany, New York 


EDWARD F. WORDEN CO. 44, 
nm 


Detroit, Michiga 
Foreign 
Representatives 

E. A. TESSADA 
Mexico City, Mexico 
A, SOLARES Y CiA., 
$. En C., Havana, Cuba 


Foreign 
Manufacturers 


EMCO LIMITED 
London, Ontario, 
Canada 


EMCO BRASS MFG. CO. 
LIMITED 

rgate, England 
WORTHINGT 


‘ON CORP. 
Rio de Janeiro, Brazil, S.A. 


SOCIETE LUCEAT 
Paris, France 


LJUNGMANS 
Malmo, Sweden 


Watves 
Joints 


Tank 
Fittings 


Loading 
Assemblies 
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Price War Switch Runs into a Hitch 


Jobber Emmet Crowe wanted to buy a transport load cheap. Dealer 
Robbie Thompson wanted to sell one—but here’s what happened 


THE SOUTHWEST has had its share 
of retail gasoline price wars so far this 
year. Oklahoma has had some real 
battles, especially 
in Oklahoma City, 
and there have 
been spotty skir- 
mishes in Louisi- 
ana, Arkansas and 
Texas. Local mar- 
keters say that 
either directly or 
indirectly, most of 
the price-cutting 

By Marvin Reid troubles can be 

Southwest Editor traced back to 
the high gasoline stocks refiners had 
going into June. 

But of all the Southwestern cities 
where price-cutting battles have beea 
waged, Houston was the scene in June 
of one of the oddest occurrences. The 
situation reached such a low-price 
level there that wholesalers were try- 
ing to buy from retailers. 

It all came about because of the 
curiosities of a jobber and a dealer. 

Emmet P. Crowe, Jr., a Houston 
private-brand (“Crow-Flite”) jobber, 
has watched retail wars over 
the years, wondering at times what 
would happen if he tried to buy a 
transport load of gasoline from some 
of the low-price stations. 

Robbie Thompson, a Gulf service 
station operator on Houston’s north 
side, used to wonder what it would 
be like to try and fill one of the big 
truck transports that dump gasoline 
into the underground storage tanks of 
his station. How long, he wondered, 
would it take? And would his small 
hoses and pumps work? 

Both jobber Crowe and dealer 
Thompson now know the answers to 
these puzzlers. 

It happened during a dilly of a 
retail price war. Nobody can now 
agree on just who started the price 
cutting (the private-brand operators 
blame the majors, the majors the 
private branders), but suddenly, dealer 
Thompson and others in his area 
found themselves selling regular-grade 
gasoline at 17.4¢. That price includes 
8¢ state and federal taxes. 


Jobber Crowe, trying to stay com- 
petitive with his 20-odd stations 
scattered throughout Houston, watch- 
ed Thompson’s predicament (as well 
as the others in Thompson’s area) 
with interest. Late one afternoon, he 
got one of his drivers to crank up a 
transport and they took a ride. 

They picked first a Humble station 
operated by C. M. Wolfe. Driving into 
Wolfe’s station, they told one of the 
attendants to “fill her up”. Dealer 
wasn’t there at the time. The atten- 
dant called him at home. Wolfe got 
down to his station pronto. He con- 
sidered the situation, finally told job- 
ber Crowe: 

“Tl sell you 20 gal., but no more. 
I’m a retailer, not a wholesaler.” 

Crowe took the 20 gal. Then he 
and his driver headed for dealer 
Thompson’s station, located nearby. 
They followed the same procedure, 
pulling into the station and asking 
that the transport be filled up. 

Thompson, unlike Wolfe, thought 
pumping gasoline into jobber Crowe’s 
4,600-gal. transport wouldn't be such 
a bad idea. No floor-boards to sweep 
out, no windshields to clean. As he said 
later, “It had always been one of my 
ambitions to fill up one of 
those things.” 

So he started pumping. But he did 


‘tL TAKE 
4,600 GALLONS 
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tell Crowe he’d have to charge him 
17.9¢ gal., 0.5¢ higher than he was 
advertising. That was okay with 
jobber Crowe. He said he was paying 
18.7¢ gal. at his refinery sources. 

Three hours later, both Crowe and 
Thompson decided their curiosities 
had been well taken care of. They 
also decided what they were doing 
wasn’t the way for either a dealer or 
a jobber to make money. Dealer 
Crowe’s pumps simply couldn't 
operate quickly or efficiently enough 
to fill the transport. During the three- 
hour period, only 800 gal. were 
pumped into it. The pumps choked 
up a couple of times from becoming 
over-heated. 

“I found at the rate we were 
going, it would take from 18 to 20 
hours to fill the transport,” Crowe 
says now. “I couldn’t afford to tie a 
transport and driver up that long.” 

In talking about what he had done 
later, Crowe denied that he was up 
to anything like calling attention to 
how ridiculous the Houston price cut- 
ting was. He said he was just trying to 
buy gasoline as cheap as he could. 

But strangely, all three of Houston’s 
daily newspapers were on hand to see 
the attempt to fill the transport. The 
stunt made the front page of one of 
the papers. a 





The Southeast 





Laws, laws, laws 


THE FLORIDA LEGISLATURE 

had itself a high old time considering 

bills affecting the oil industry at its 
last session. 

When it got 

through it had 

passed five oil 

laws and killed a 

number of others. 

One successful 

bill changes the 

definition of an 

oil distributor to 

permit any whole- 

saler handling 

By Charles T. Dixon 40,000 gal. a 

Southeast Editor = =month or more to 

qualify for a bond if his credit is 

good. 

The Florida Petroleum Marketers 

Assn. had been backing such a 

measure for years. The state con- 


eee and for good reas on! I've | troller’s office had persistently refused 


to extend a limited list of jobbers who 





° ° | had been bonded and therefore were 
equipped my fleet with | able to pay state taxes in the month 


following withdrawals. Unbonded 


jobbers have to pay upon withdrawal. 
Other new laws require fractions 
R @] - F R rota ry G U hA e S in gasoline price signs to be at least 


one-half as large as other letters; 
broaden the state’s 3% sales tax to 
include lubricating oil and greases; 
and make the balance sheet look good. repeal a former ban on deliveries of 
petroleum products to service stations 
. : . : ; , | between 9 p.m. and 5 a.m.; and re- 
A big factor in my profit picture is those Ropers I installed. They've seul" 26 cler. pinalies ‘un: ta Bort 
made it possible for my men to make more deliveries a day. Then, too, St. Joe, subject to local referendum. 
A bill to authorize Tampa and 
other cities to impose municipal gas- 
a thing of the past. oline taxes failed, so Pensacola and 
Wewahitchka are now the only 
Florida cities that have local gasoline 
taxes. 
Better get in touch with your Roper distributor today. More importantly, bills to limit the 
use of trading stamps failed—after 
causing considerable bitterness. A 3¢ 
ROPER SERIES 3600 PUMP sales tax on trading stamps was killed, 
Furnished in hi- and lo-drive de- but the state senate passed a bill 
sign—40-300 G.P.M. sizes, | that would have required the stamp 
pressures to 100 P.S.I. Arotary | companies to post $10,000 bonds; 
unit, with accurately machined | print the cash value on the face of 
iron alloy gears .. . heavy duty the stamp; report to the state the 
bronze bearings . . . steel drive amount of unredeemed stamps, and 
shaft . . . with mechanical seal — to redeem stamps in cash if requested 
(packed box, if desired), Adjust- to do so. 
able relief valve. This bill died in committee in the 
house, with opponents claiming that 
such laws put the state in control of 


Cen for Cotaleg Teday/ private business. Talk in Tallahassee 
: R @) p a R was that the stamp companies spent 

petit 8 cml $50,000 to kill anti-stamp legislation, 
GEO. D. ROPER CORPORATION — ss —_————- long favored by the FPMA. 


478 Blackhawk Park Avenue R olay / Usrfos A measure to increase the state 
ROCKFORD, ILLINOIS gasoline tax 1¢ gal. also failed. 


This is my “profit smile.” I always smile when I can cut overhead costs 


they’re so darned dependable and efficient that down-time is practically 


Ropers are doing a terrific job for me . . . they can do the same for you. 
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(Continued from page 146) 
More on That Boom 


Evidently it’s not only the tourists 
that boost gasoline sales in Florida. 
The Sunshine State has led all others 
in percentage gain in motor vehicle 
registrations in the past decade— 
153%, compared with 21% for the 
country as a whole. 

U. S. Department of Commerce 
figures show Florida’s latest registra- 
tions total 1,781,725. 


Stamps Win a Round 

In Tennessee, the stamp companies 
have won a decisive battle after los- 
ing the first round to opponents, in- 
cluding oil marketers (NPN— April, 
p178). 

eeey court in Nashville threw 
out the 2% gross receipts tax imposed 
by the legislature on merchants giv- 
ing trading stamps. The court said 
the tax was “arbitrary, capricious and 
unreasonable,” and violated the state 
constitution. 

Sperry & Hutchinson, suppliers of 
S&H green stamps, brought the suit. 


How to Succeed in Oil 

Bill Heinz of the South Carolina 
Oil Jobbers Assn. is telling this story: 

A service station operator in Co- 
lumbia, retiring with $100,000 in the 
bank, was asked the secret of his 
success. He replied, “I attribute my 
ability to retire after 30 years in this 
business to hard work, strict honesty, 
taking good times with bad, practicing 
rigid economy, and to the recent 
death of my uncle, who left me 
$95,000.” 


The West 


Crime buys no oil 


THINK EVERYTHING’S OK when 
a slow-paying customer finally comes 
pei tle Not always. It made an 
Oregon City oil 
truck driver sus- 
picious — and he 
found things were 

_ far from OK. 
Clarence L. 
Chilson, Jr., a 
driver for Shell 
distributor E. E. 
Bembry, thought 
it was a mite pe- 
culiar when Mrs. 
Ross Porter of 
West Linn paid 
cash on the barrelhead for an oil 
delivery last January. He thought it 
was even more peculiar when 
he checked at the office and found the 


Porters’ past due bills had been paid 
up, too. 

So he reported the incident to au- 
thorities. The FBI checked and 
arrested Mrs. Porter’s husband for 
the $19,500 gun-point robbery of the 
Sherwood branch of the National 
Bank of Portland. Porter pleaded 
guilty and is now serving a ten-year 
federal sentence. 

Chilson received a $1,000 reward 
in June from the Oregon Bankers Assn. 
That part, at least, turned out OK in 
the end. 


Regions 


But some people will do almost 
anything to pay an oil bill, it seems. 


Who Buys What? 


Union Oil Co. of California is trying 
to answer the above question with 
some analysis of its credit card cus- 
tomers. Counting noses, Union’s mar- 
ket research department found that 
55.6% of its customers buy premium 
gasoline, 35.9% buy regular, 1.6% 
mix the two, and 6.9% of credit slips 

(Continued on page 148) 


YOU CAN ALWAYS ADD SALES — 
EVEN WHEN YOU CAN’T ADD SPACE 








per TIRES -— BATTERIES 











Rlanassen 


MODEL 7811 DISPLAY MERCHANDISER 


Size: 7 feet high by 12 feet long 


YOUR CUSTOMERS DESERVE THE BEST in products, serv- 
ices and the best in fixtures. Station interiors by Shure 
“Space-Merchandising” Engineers will get you more sales 
of TBA, gas and oil, from every square foot of space. 


Write for folder showing full line and suggested 
arrangements for salesroom and luberoom. 


Gahure 


THE SYMBOL 
OF BETTER 
MERCHANDISING 
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1601 S. HANLEY RD. 
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(Continued from page 147) 
show no gasoline purchase. 

The premium customer is the better 
one at Union, as elsewhere. He buys 
11.9 gal. of gasoline each time, com- 
pared with 10.8 gal. for the regular 
buyer. His total ticket, including 
lubrication, merchandise, service and 
gasoline, averages $4.83, against $3.76 
for the regular customer. 

Union is a bit puzzled, however, 
because premium’ gasoline customers 
buy more regular motor oil than they 
do premium. Union’s market research 
department suggest, “Possibly this in- 
dicates a lack of selling job on prem- 
ium oils to premium __— gasoline 
customers . . . combined with the 
possibility of their having oil changes 
performed elsewhere.” 

And Union is a bit fascinated by 
the fact that the less than 2% who 
mix premium and regular gasolines 
buy the most. Their average gasoline 
purchase is 13.5 gal.; they buy more 
oil, on a percentage basis, then either 
of the “straight” customers; and they 
buy ten times as much permium oil 
as regular! 


Who's a Price Leader? 


Company-operated stations are 
often accused of taking the lead in 
cutting prices or setting unfair com- 
petitive standards. That makes it all 
the more interesting when the head 
of a station employes’ union makes 
just the opposite complaint. 

A. E. Hart, head of the Western 
States Service Station Employes 
Union (Standard of California work- 
ers), complains that Standard stations 
don’t offer enough discounts to em- 
ployes. And he says in his union’s 
paper that Standard’s company-oper- 
ated stations lose sales among their 
own people because they’re not com- 
petitive. Not only does the competi- 
tion occasionally sell cheaper, says 
Hart, but so do Chevron stations—- 
Standard of California’s independent 
dealers. 

Hart is lobbying for a_ set 
employe price on gasoline and a 25% 
discount on TBA. He may have 
a good case, though employe dis- 
counts are not too common in the 
industry. But the next time company- 
operated outlets are discussed, it 
might be a good idea to remember 
these remarks of Hart’s: 

“We lose a lot of gasoline sales to 
Chevron dealers and competitors be- 
cause of price. Our members can buy 
gasoline cheaper and disregard dis- 
counts at other retail outlets, than 
they can at their own station and re- 
ceive such a small discount.” 
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LPG Group Expands 


Calor Gas Co. has set up Calor 
Gas Service of Northwest, Inc. to pur- 
chase the Liquefied Gas Corp. of 
Seattle. The $1-million deal will give 
Calor seven bulk storage plants in the 
Puget Sound area and 19 distributing 
locations in Alaska. 

Robert E. Maloney, president of 
Calor, says the purchase will give his 
company an additional annual outlet 
for more than 25-million pounds of 
LP-gas. He expects a big increase in 
LPG demand to ride on the growth 
of natural gas in the Northwest. 

Calor says it’s the West’s largest 
contract purchaser and marketer of 


The Midwest 





LPG. Its headquarters are im San 
Francisco. 


California Lets Stamps Be 


There will be no ban on trading 
stamps or changes in their use 
in California, at least for the next 
two years. A state senate committee 
killed a bill to impose restrictions that 
the trading stamp companies said 
would have forced them out of busi- 
ness. 

_ The whole question was referred by 
the senate finance committee to an 
interim committee for study and a re- 
port back to the legislature in 1959. 
A companion bill in the state assembly 
died without a hearing. a 


Shell Moves a VP to Chicago 


P. C. THOMAS, Shell Oil’s vice presi- 
dent in charge of the Midwest market- 
ing divisions, moved his office from 
New York to Chicago in June. 

Officially, the move was made “to 
provide more convenient administra- 
tion for Thomas’s area of responsibili- 
ty. This includes all marketing in 
Shell’s Cleveland, Detroit, Indiana- 
polis, Minneapolis, St. Louis and 
Chicago divisions. 

There’s more to it than conven- 
ience, however. For one thing, Sheil 
executives expect the move to bring 
the Midwest field closer to the boss 
—and Thomas has extensive author- 
ity to act. It should eliminate red 
tape and make quicker decisions pos- 
sible, they feel. 

The move also fits into a larger 
Shell pattern of decentralization. 
Selwyn Eddy, marketing vice presi- 
dent for the West Coast, has made his 
headquarters in San Francisco for 
some time. J. L. Wadlow handles east- 
ern marketing from New York. Now 
Thomas, the Midwest chief, will be 
located in the heart of his work, too. 


Sohio vs. Crime 


Standard Oil Co. (Ohio) is still 
going strong with its Sohio Shield 
reward plan for trapping service sta- 
tion criminals (NPN—Mar., p151 and 
May, p149). 

In the first four and half months 
of the plan’s operation, Sohio paid 
five cash rewards totaling $2,000. 
They went to Ohio citizens and law 
enforcement officers responsible for 
capture and conviction of hold-up 
men and burglars who tackled Sohio 
outlets in Dayton, Columbus, Blan- 
chester and Toledo. 


The largest single reward, $1,000, 
went to a station employe who was 
slugged with a wrench by a burglar — 
and pushed through a glass door. The 
employe had talked with the burglar 
long enough, however, to develop in- 
formation from which the Toledo 
police were able to make an arrest 
and get a conviction. 

Sohio doesn’t feel the Sohio Shield 
plan conflicts with the API report on 
station crime, which _ specifically 
rejected an industry-wide reward 
system (NPN—July, p127). Retail 
sales manager F. M. Tarr says the 
Sohio and API ideas really com- 
plement each other. 

Tarr points out that a reward plan 
is one of those things a certain com- 
pany may be able to use while the 
whole industry can’t. Sohio, operating 
in just one state, doesn’t have to worry 
about a welter of conflicting claims, 
he explains; the company has had 
no difficulty in follow-ups or adminis- 
tration. 

Sohio also feels the API report, 
compiled by Cincinnati police chief 
Stanley R. Schrotel, doesn’t give 
enough weight to dealer and employe 
morale. Tarr says the Sohio Shield 
plan has boosted morale by proving 
that the company not only cares but 
is doing something about service sta- 
tion crime. 

And Sohio is also following Schro- 
tel’s affirmative suggestions for crime- 
fighting, says Tarr—in fact, it was 
even before the report came out. 
These include adequate security 
measures like night lighting and lock- 
ing up accessories; checking of new 
customers and _ loiterers; careful 


(Continued on page 149) 
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screening of station help. 

As for Schrotel’s claim that a re- 
ward system for law enforcement 
officials may be unethical, Tarr says 


officers consulted by Sohio didn’t find 


it so. 


Washing It at Home 


The industry’s dirty linen shouldn’t | 


be cleaned in public, runs a common 
school of thought. Cincinnati service 
service station dealers decided they'd 


try keeping it in the industry and see | 


what happened. 


Over 200 dealers signed a petition | 
asking for a margin increase. The | 
petition, addressed to the major oil | 


companies, was circulated by the 


Greater Cincinnati Gasoline Dealers | 
Assn., which claims local margins are | 


1¢ below the national average. 
Association executive secretary 
George Leftwich is now waiting for 
results. If the petition works, he says, 
“it would certainly set a wonderful 


example for other cities to follow if | 


the majors are sincere in correcting 
conditions within the industry.” 


Of course, the majors’ sincerity | 


won’t necessarily be called in ques- 


tion if there’s no margin increase. | 
For one thing, independent dealers 


set their own prices. But the petition 


is a change from some dealer asso- 


ciations’ way of doing things. 


The East 


Audit the Customer | 


BOSTON’S Better Home Heat Coun- 
cil suggests that heating oil distributors 
mav hit some extra pay dirt and learn 
more about their 
business if they 
take time out to 
audit — not their 
books, but their 
satisfied oil heat 
customers. 

Here’s how 
BHHC’s 10-step 
audit works: 

1. Take time to 
visit each custom- 
pee er at his home. 

East Coast Edtior Don’t substitute a 
normal service call for this personal 
visit. 

2. Ask if your products and ser- 
vices are satisfactory and if his 
heating plant gives the warmth and 
comfort he expects. 

3. Listen to his comments, par- 
ticularly about rooms or areas not 

(Continued on page 150) 
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REVOLUTIONARY! NEW! 
CUSHIONED WIRE SPRING 
MAKES ALLPUMP HOSE 
FLEXIBLE, LONG-LASTING 


Now! One hose for all styles of gasoline pumps! Maltese Cross 
Allpump Hose, with the exclusive “cushioned wire spring” prin- 
ciple, provides unequalled flexibility, durability, and high carcass 
strength. It withstands twisting, kinking, and abrasion of gas 
pump service. The cover is impervious to all gasolines, diesel fuels, 
and weather. 

When filled with high test gasoline, H-R Allpump Hose exceeded 
by 25 times the 18,900 cycles required for the UL “single wheel’”’ 
flexing test; it exceeded by 10 times the 35,000 cycles required for 
“pull-out” flexing. Special construction eliminates tube and cover 
blisters, and prevents carcass separations in the coupling area. 
There is no price premium. 

To find out how H-R products and services can help you, consult 
your classified telephone directory for the nearest H-R repre- 
sentative, or contact Hewitt-Robins, Stamford, Connecticut. 


CONVEYOR BELTING AND IDLERS...POWER TRANSMISSION DRIVES 
INDUSTRIAL HOSE... VIBRATING CONVEYORS, SCREENS & SHAKEOUTS 
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(Continued from page 149) 
now being heated properly and about 
“exorbitant” fuel bills. 

4. Don’t voluntarily bring up gas 
heat. But be prepared to discuss it 
intelligently if it comes up. Have 
handy data on local gas rates and 
cost per therm of each fuel. Never 
discuss gas blasts or show pictures 
of gas explosion. 

5. Inspect his heating plant, oil 
storage tank and _ outside fill 


line, making notes on the general 
appearance of all equipment and any 
unsightliness that could have been 
caused by your delivery men or ser- 
vice men. 

6. If his oil-heat plant supplies him 
with hot water, make a special point 
of telling him he’s getting hot water 
at the lowest possible cost. 

7. Before leaving, express your 
thanks for his business and tell him 
it’s your policy to be alert to better 


Let us solve your pumping problems 


When you have a “liquid materials handling” problem, 
you want to be sure of selecting the best pumping equip- 
ment available for your installation. 


The Blackmer organization is ready to review your ap- 
plications and make rotary pump recommendations that 
may save you a great deal of unnecessary expense and 


headaches. 


Blackmer offers the “know how” of over 50 years of 
experience in the design, manufacture and application 
of rotary pumping equipment. Why not add this speci- 
alized experience to your own, for the best answer to 
your liquid materials handling problem. 





INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


OIVISION SALES OFFICES 


NEW YORK « ATLANTA « CHICAGO « GRAND 


RAPIDS » DALLAS « WASHINGTON e SAN FRANCISCO 


See Yellow pages for your local sales representative 
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ways of serving him. 

8. Back at your office, review all 
notes and take quick action to ad- 
just any minor complaints by call- 
ing in appropriate personnel. 

5... Get all the . facts . on 
major complaints. Even if the cause 
is not directly yours, think care- 
fully before putting the burden on 
your satisfied customer. 

10. If your inspection of the heat- 
ing plant points up the need for new 
equipment, prepare a_ personalized 
sales presentation covering the 
specific equipment that should be 
replaced and alert your salesmen. 

Not only will you learn more about 
your business than ever before, says 
BHHC, but any constructive action 
you take after your visit will go a 
long way to blunt the sales points of 
competitive fuels. And you will have 
made a good impression on your 
satisfied customer. 


Tidewater Grows Again 


Tidewater Oil Co. is still expanding 
to keep up with its new refinery (NPN 
—July, p111). Here are details of its 
latest acquisitions: 

The Eastern division recently 
bought up 12 former Socony Stations 
in Bergen and Passaic counties, New 
Jersey, and signed on the Curtis Oil 
Co., jobbership in Newport News, 
Va. 

The New Jersey deal involved the 
sale of the stations and one undevel- 
oped station site owned by Albert 
Shotmeyer (not to be confused with 
Shotmeyer Bros. Petroleum Corp., 
Socony jobber in Hawthorne). 

Tidewater says it will develop the 
station site, which is in Ridgewood, 
and plans to remodel two of its newly 
acquired stations. 

In joining the Tidewater jobber 
family, Curtis Oil is making its third 
brand switch. The full-line jobber 
began in 1931 by handling Shell pro- 
ducts. For the past three years it’s 
represented Sinclair in York and 
James City counties. 

By adding Curtis to the Flying “A” 
brand, Tidewater gains seven service 
stations as well as an outlet for its 
heating oil. Tidewater is building new 
stations in Curtis’ area that Curtis Oil 
will supply. Two of the new outlets 
are in Williamsburg. 


Love Oil Expands 


Love Oil Corp., Texaco heating 
oil distributor in Poughkeepsie, N. Y., 
added close to 500 home heating oil 
accounts to its gallonage when it 
took over operation of a small dis- 
tributorship in Highland, N. Y., on 
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the west side of the Hudson River 
across from Poughkeepsie. 

Don Love, president of Love Oil, 
says the new unit will continue under 
its old name, Mid-Town Petroleum 
Products. Mid-Town has its own 
17,000-gal. bulk plant in Highland, 
two tank trucks and one burner 
service truck. 


New Plant for Gulf 


Gulf Oil Corp. has taken a ten-year 
lease on an _ §8.5-million-gal. pro- 
ducts terminal now being built at 
Plattsburgh, N. Y., on Lake Champ- 
lain. Gulf has an option to buy from 
the builder, Thrupt Storage, Inc., 
which will operate the terminal for 
Gulf. 

Construction, scheduled to be 
completed by October, is expected 
to be far enough along by September 
1 for the tanks to be filled before the 
Champlain Canal is closed. 

The terminal will have four tanks, 
the largest with a capacity of 4,042- 
000 gal. It will also have four truck 
loading racks, each with a flow rate 
of 500 gpm. 

E. W. Light, Gulf district manager 
at Albany, says the new facilities will 
supplement summer deliveries from 
Port Henry, N. Y., and entirely re- 
place winter transport hauls from 
Rensselaer, N. Y. Light estimates a 
minimum 15-million gal. a year flow 
through the plant at the start, rising 
to more than 25-million gal. by 1966. 

cy 


The Rockies 
Helping City Hall 


PRIVATE ENTERPRISE is having 
its day in Colorado. As embodied in 
oil marketing, it may be called on to 
bail Denver’s mu- 
nicipal govern- 
ment out of the 
auto parking busi- 
ness. 

| The city voted 
a $4-million bond 
issue in 1952 to 
finance construc- 
tion of three off- 
street parking ga- 
rages and three 
by Frank Pitman parking lots. Rev- 
Rockies pee enue from park- 
ing fees was supposed to retire the 
bonds. It fell $40,000 short of bond 
requirements last year, however, and 
the deficit had to be made up by 

revenues from parking meters. 
Now the city council is being 
asked to call for competitive bids 
for a contract with a private oper- 





ator. The successful contractor 
would have to guarantee Denver an 
annual payment of $235,000 during 
the first five-year contract, to meet 
payments on the bonds. 

The city evidently figures the con- 
tractor might have to sell something 
besides parking space to make 
a profit. He’d be authorized to offer 
the following services not provided 
by the city government: 

Sales of gasoline, oil and TBA; car 
washing and greasing, and TBA main- 
tenance. 

On the state level, Gov. Steve 
McNichols has signed a bill assur- 
ing private development of any 


commercial enterprise or activity 
for serving users of freeways or other 
highways. 

The law bars the state from con- 
ducting any such activity — which 
would include service stations—and 
authorizes the state department of 
highways to construct service roads 
feeding into freeways, so private 
enterprises can serve motorists. 


Smoking the Peace Pipe 


The Colorado Petroleum Marketers 
Assn. and the state Petroleum Indus- 
tries Committee are moving to heal 
a breach that developed during the 

(Continued on page 152) 








CONMPCO 


Gas Atotiew lighting 


Engineered for DEPENDABILITY 


High Intensity 
Fivorescent 


Floodlights 





ne 


Known for QUALITY 








Complete Service Station Lighting Equipment 


e All Weather Horizontal “T” Lights 

© High Intensity Fluorescent Flood Lights 

e Auxiliary Fluorescent and Incandescent Lights 
for Outdoor and Indoor Application 

© Facade Lighting 


COMPCO CORPORATION 


2251 West St. Paul Avenue — Chicago 47, Illinois — U.S. A. 
Manutocturers of Fine Lighting Equipment for Over 25 Years 
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Regions 


(Continued from page 151) 

last session of the legislature (NPN— 
June, p169). The two groups had 
fought over legislation proposing 
changes in the gasoline shrinkage al- 
lowance. 

In an effort to bring the PIC—made 
up of representatives of 14 suppliers 
—closer to the jobbers, two jobber 
members will be added to the PIC. 

CPMA proposed four men for PIC 
membership at its early summer 
meeting. 





un Positive Unloader unloads compressor when- 
ever it stops . . . Not affected by power failure. 


Fully enclosed Vacuum Type Crankcase... 


keeps oil in—keeps dirt out. 


x Other Important Features—Timken Main 
Bearings; Adjustable, Centro-Ring, Pressure 
Oiling; Curtis-Built ASME Tank with ASME 


Safety Valve. 


- And 103 years of manufacturing experience 


“built-in”. 


coun, 


° 
t 


OVUR 103rd YEAR 


Two of these four will be selected 
later. The nominees are Henry Cook, 
Denver jobber for Standard of India- 
na; William Lee, Arvada jobber for 
Frontier; George Calkins, Denver job- 
ber for Phillips, and Charles Lamb, 
Littleton distributor for Bay Petrole- 
um. 
In the past the president and execu- 
tive secretary of CPMA served as ex- 
officio members of the PIC, but with- 
out voting rights. 


AUTO UFTS 
SINGLE AND 
TWO POST 


HIGH PRESSURE 
CAR WASHER 
For complete 
information 
write for 
Catalog #C-100. 


INDUSTRIAL 
AIR COMPRESSORS 


AIR HOISTS 
AIR CYLINDERS 


| 
= 














Look Who's Got Stamps 


Salt Lake City is the scene of a 
first-time-ever experiment. Company- 
operated stations of Standard of Cal- 
ifornia there are offering trading 
stamps. Division manager U. Grant 
Hand says it’s on a “trial basis only.” 

Chevron dealers—independent busi- 
nessmen selling the Standard of Cal- 
ifornia brand—have been offering 
Gold Strike Stamps for several 
months. A trading stamp “war” has 
been raging in Utah and Idaho. 

Hand says this is the first time, so 
far as he knows, that Standard’s com- 
pany-operated stations have offered 
stamps. Gold Strike Stamps, offered 
by Safeway Stores and many other 
chains and small businessmen, are 
competing hard against Sperry 
& Hutchinson’s Green Stamps. 

Many individually owned stations 
competing with Standard of Cal- 
ifornia have offered Green Stamps for 
some time in Utah and Idaho— 
despite professed major-company 
opposition to any trading stamps. 


Statistics, Anyone? 


Marketers with a turn for tables 
may be interested in some of the pe- 
troleum figures published by the 
North Dakota state laboratories de- 
partment. Most intriguing of the lot 
are the tables showing brand gallon- 
age for 1955 and 1956. 

Standard of Indiana leads in three 
of four categories for both years. In 
1956, it had 26.1% of the gasoline 
gallonage, 37.5% of the kerosine and 
20.1% of the heating oil and diesel 
fuel in North Dakota. 

In tractor fuel, Indiana Standard 
gave way to Farmers Union com- 
panies, a co-operative with 34.7% 
of the market. Farmers Union placed 
second in the other three groups. 

Socony was third in gasoline, with 
Texaco. fourth and Cities Service 
fifth. No other company had more 
than 2% of the state’s gasoline 
gallonage. * 


MANUFACTURING CO. a sc. ER - 
PNEUMATIC DIVISION 


1965 Kienten Ave. St. Louis 20, Mo. 








“When management wants your advice, 
Filsby, management will ask for it” 
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THE GILBARCO ROTO-PRIME 


GUARANTEES MAXIMUM OPERATING EFFICIENCY 


The only pump designed exclusively for petroleum han- Before you buy any pump, check these 
dling jobs, the Gilbarco Roto-Prime has a capacity range —- featares. You'll find no 
of 50 to 1500 G.P.M., with heads up to 160 feet. The  "®F PUMP Cancompare: 
Roto-Prime can prime an absolutely dry 4-inch linein ° ene: self-priming - eo lifts 
approximately two seconds per foot of suction pipe ° wee ne ae 
without initial manual priming. Suction lines can be _ e Efficient volute design 
evacuated against back pressure uptoeight pounds p.s.i. © No gear reductions; operation at 
standard motor speed 
® No air reservoirs or relief valves 
® Designed for outdoor service without 
secondary covering 
® Mechanical type seal for trouble-free 
operation 
® Motor oil lubricated; minimum 
maintenance 
® Ball-bearing equipped for long wear 
and smooth, quiet operation 
© Dynamically balanced impellers. 


Qa 3 Write today for catalog and full information: 


HOW THE AUTOMATIC VARIABLE-CAPACITY PRIMING PUMP OPERATES: 


Full Priming — With Partial Priming — As Neutral— When all air and 
air or vapor in the the pump evacuates vapor are removed, liquid 
lines, pressure of air and vapor from pressure equalizes spring 
spring on top of the the lines, liquid pres- pressure and the pump au- 
movable slide holds sure builds up on the tomatically slides into neu- 
the priming pump underside of the slide, tral... where it remains 
in full pumping po- moving it upward to- until air and vapor again 
sition. ward neutral. appear in the system. 
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Pete Penn is using... 





96,500,000 MESSAGES 


in these leading magazines to help you 
sell more PENNSYLVANIA MOTOR OIL 


Your customers will see Pete Penn pro- 
moting Pennsylvania Motor Oil in these 
national magazines in 1957: the Post, 
TIME, FARM JOURNAL, OuTpDOOR LIFE, 
and Sports ILLUSTRATED. 

Carry a brand of Pennsylvania Motor 
Oil and remind your customers that you 


MOTOR OIL 


can give them the world’s finest motor 
oil for today’s modern, precision- built, 
high-speed engines ... your brand of 
Pennsylvania. 

Learn how you can make more profit 
with a brand of Pennsylvania Motor Oil. 
Write us at the address listed below. 


MAKE MORE OIL PROFITS WITH A BRAND OF 


PENNSYLVANIA 


RADE CRUDE OIL ASSOCIATION 
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Improved fuel oil performance means... 
BIGGER PROFITS IN EVERY MARKET 


AUTOMOTIVE + RAILROAD - MARINE - INDUSTRIAL AND HOME HEATING 


Diesel, residual, or heating . . . whatever the grade of oil, problems peculiar to each 


can be solved with Du Pont Fuel Oil Additive No. 2 (FOA-2). 


DIESEL * The excellent dispersant action of FOA-2 im- 
proves a diesel fuel’s fileerability—thus minimizing sludge- 
caused injector-sticking and filter-plugging. Du Pont FOA-2 
is a stabilizer as well as a dispersant. By stabilizing cracked 
distillates, it helps to overcome incompatibility between 
blends of cracked and straight-run stocks. Another point— 
being nonmetallic and ashless, FOA-2 does not contribute 
to sparking from diesel locomotive stacks. 


RESIDUAL « Even small amounts of FOA-2 can prevent 
sludge formation in tanks and on burner parts. Its outstand- 
ing dispersancy action removes sludge that has already 
accumulated. As a result, Du Pont FOA-2 helps to create 
many more customers and more satisfied customers—for 
residual fuels. 


IN HOME HEATING « Asa stabilizer and dispersant, FOA-2 
prevents sludge formations that cause filter-fouling and 
nozzle-plugging. It also minimizes ignition failures—its 
nonmetallic ashless feature means no deposits to foul the 
operation of the electrical system. Thus, it helps eliminate 
many service calls that cost you money. FOA-2 retards the 
formation of insoluble residues during storage, too... so 
the oil remains free-flowing and clean-burning. 


With this one additive you acquire definite, demonstrable 
sales advantages. For more information about Du Pont FOA-2, 
contact your nearest DuPont Petroleum Chemicals office. 








SALES OFFICES 
Chicago 3—8 So. Michigan Ave. ... RAndolph 6-8630 © Cleveland 15-25 Prospect 
Ave. ... SUperior 1-1363 @ Denver 2—510 Mile High Center Bidg. ... AComa 
2-2347 © Houston 2—705 Bank of Commerce Bidg. ... CApito! 5-1151 © Les 
Angeles 17—612 So. Flower St. ... MAdison 5-1691 © New York 20—1270 Ave. of 
the Americas ... COlumbus 5-2342 © Philadelphia 2—3 Penn Center Plaza ... 
LOcust 8-3531 © Pittsburgh 22—1 Gateway Center ... ATiantic 1-2933 © San 
Francisco 4—111 Sutter St. ... EXbrook 2-6230 © Seattle 3—4003 Aurora Ave. 
... MElrose 6977 © Tulsa 1—1811 So. Baltimore Ave. ... LUther 5-5578 © In 
Canada—Du Pont Company of Canada (1956) Limited, Petroleum Chemicals, 85 
Eglinton Ave. East, Toronto 12—Ontario ... HUdson 1-6461 © In Other Countries 

Petroleum Chemicals Division, Export Sales, 7447 Nemours Bidg., Wilmington 
98, Delaware ... OLympia 4-5121, Extension 2962. 


GU PONT 


"EG us Pat OFF 
Better Things for Better Living 
+ + « through Chemistry 





Petroleum Chemicals 


E.1. DU PONT DENEMOURS & CO. (INC.)— Petroleum Chemicals Division, Wilmington 98, Delaware 



















WORLD’S MOST FAMOUS 


NEW! Closer spacing to handle small cars 


NEW! Flange height reduced to minimum 





NEW! Wider runways 


NEW! Universal ramps 
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ROLL-ON LIFT 





AUTO LIFT 


to handle, moderne cans | 


ROTARY ROLL-ON IS FASTEST LOADING OF ALL LIFTS 
.-- AND WON’T EVER BECOME OBSOLETE 


The famous Rotary Roll-On, original hydraulic auto 
lift (invented by Rotary in 1925), has been given a new 
look. This streamlined, updated superstructure handles 
almost any car on the road in America today. even 
those small foreign jobs. 

Runways have been widened and respaced (inside 
wheel-to-wheel width just 39”) . . . flange ends given a 
24” taper down to zero at runway ends to clear even 
the lowest mufflers and shock absorber hangers. Uni- 





versal ramps (no more “rights” or “lefts”) have been 
designed ._. all to produce a better, more useful lift. 

With the Rotary Roll-On there are no axle supports 
or pick-up pads to position. And it’s so safe, customers 
can even drive their own cars on for servicing. 

No wonder this lift that defies obsolescence is the 
longtime favorite of many service station operators. ‘It 
loads fast, lifts safely, pays for itself quickly in increased 
station profits. 


Roll-on conversion for old lifts—All existing 
Rotary Free-Wheel and Frame Pick-Up Lifts can be 
converted to Roll-Ons by simply replacing the present 
superstructure. The present jack can be utilized without 
stop collars or gadgets. Differences in jack travel com- 
pensated by Rotary crosshead design. Write for details. 


Handy tool shelves at each end of Rotary Roll- 
On promote orderly housekeeping. Keep tools off the 
floor and at working level where they’re easy to reach. 
Furnished free with every Rotary Roll-On. 


Automatic wheel 
chocks have positive-acting 
dual spring drive which in- 
sures locking, increases safety 
of the Rotary Roll-On. 
Smooth ball-bearing full- 
width steel roller turns easily, 
won't mar lube bay floor. 


Write for catalog 


ROTARY LIFT CO. 


Division of Dover Corporation 


Memphis, Tenn.—Chatham, Ontario 
The original manufacturer of hydraulic auto lifts . . . and still the leader 


ROTARY ALSO MAKES... 


Frame 
Pick-up Free-Wheel 
Lifts Lifts 











THE BATTERY FOR TODAY 


FOR GREATER 
CRANKING POWER 
INSIST ON 
US. PEERLESS | 

SEPARATORS 











Here’s why 
Peerless-equipped 
batteries 

deliver more 
power In 

cold weather 











In cold weather, the ordinary lead-acid battery has reduced 
cranking power, and because engine oils are stiffer, the battery 
has to do a much more taxing job. That means the separators 
should have the lowest possible electrical resistance. Peerless® 
Rubber Separators have 15% lower resistance than ordinary sep- 
arators, and therefore deliver higher voltages and higher rates 
of current. You get 20% faster cranking speed, 10% more power. 
Make sure the batteries you order have U.S. Peerless Separa- 
tors—they are unaffected by overcharging, heat, battery acid or 
plate pressures. United States Rubber, Rockefeller Center, New 
York 20, N. Y. 
ASK FOR A SUPPLY 


Mechanical Goods Division OF THIS TAG 
& 
United States Rubber 











CITIES SERVICE PLANS *750-MILLION EXPANSION! 


During the next five years, Cities Service will undertake the 
largest expansion program in its history, with all phases of oper- 
ation earmarked for enlargement. 

It is estimated that over $750-million will be invested in this 
new program which will vastly increase Cities Service oil re- 
serves, production, number of stations, and overall sales. 

Already, in Canada, Cities Service is spending $30-million 
for a new refinery and giant marketing expansion in Ontario 
and Quebec. This will provide many new stations for Canadian 
motorists, many new customers for Cities Service. 
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CAUTION: Same Make and Model 
‘57 Cars Have Different Grease Fittings! 


AAA cautions dealers to check each ’57 car carefully when lubricating. 
Even some identical models have different locations for grease fittings, 
AAA points out. Other service tips include the following: 


LIFTING — Be doubly cautious with 1957 cars on your lift. Some contact 
and twin post hoists require special adapters. New frame designs make 
it easy to do damage using improper equipment. 

TOWING — Extreme caution urged with all models due to overhang, road 
clearance and weak or two-part bumpers. Be sure that cables do not rest 
on grille or body downsweep. 

NEW DIFFERENTIALS — Certain cars may be equipped with nonslip dif- 
ferentials. Never jack up one side, start motor and engage gears while 
one rear wheel is on ground. New differential design diverts all power to 
the wheel having greatest traction, thus car would immediately begin 
moving. 

CARBURETOR ADJUSTMENTS—Even the. smallest adjustment on multi- 
barrel carburetors will result in a marked change in performance. Do 
not attempt to re-set without the necessary test equipment. 
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Fuel 
injection 

gains 
ground 


Nash Rambler is now producing a 228-hp model 
called the “Rebel,” on which fuel injection is 
optional. 

Pontiac is also making available, to dealers 
only, a special model with fuel injection. Other 
majors are now experimenting with the system, 
which appears to be gaining favor rapidly. 


Cash in on Bigger Profits 
as a Cities Service 
Dealer or Distributor 


Never has the outlook for Cities Service 
dealers and distributors been more prof- 
itable, the incentives greater, than right 
now. If interested in the full Cities 
Service story, write: Cities Service Oil 
Company, Sixty Wall Tower, New York 
5, N. Y. 
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ANYTIME: Drivers can pick up products at this unattended airport bulk plant 


How Key Control Meters Pay 


THE IDEA 


A self-service bulk plant: customers can get products day or night 


THE SAVINGS 


Four full-time men: plant is now unattended 


YOU RUN INTO a lot of idle time keeping a bulk 
plant open 24 hours a day, seven days a week 
for only a few customers. Standard Oil Co. (Ohio) 
solved the problem with key control metering. 
The customers in question are five airlines op- 
erating out of the Cleveland airport. They use four 
grades of avgas plus jet fuel, and they must have 
access to products at any hour of the day or night. 
Altogether the five airlines operate 20 tank trucks 
fitted up as aircraft refuelers. Under the self-serve 
plan, drivers do their own loading at any hour. 
How the Meters Work—Each customer has a 
numbered key that unlocks his own control box 
and counter. As soon as the key is turned it’s locked 
into position, starting the pump motor and con- 
necting the individual counter with the meter. 


Counters are stacked in banks below each meter, 
a counter to a customer. Meters are of the conven- 
tional type with master registers and ticket printers. 

Before he starts pumping, the driver throws a 
lever to imprint the starting gallonage on his ticket. 
He gets the final gallonage the same way when he’s 
through pumping. The difference is his withdrawal. 

No record is needed for the bulk plant, and the 
driver doesn’t have to sign anything. What he 
takes out is simultaneously recorded on his own 
counter and on the meter’s master register. 

At the end of each day the bulk manager makes 
one complete check of all customer withdrawals 
as shown on the individual counters. For instance, 
on one day there were twelve counter totals ranging 
from 467 gal. to 3,800 gal. 
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ONCE A DAY: Supervisor reads meters 


Readings are balanced each day with the master 
registers to catch any unusual variations. On a 
typical day one meter was short five gallons; 
another three gallons; a third nine gallons. Two 
meters were even and one was six gallons over. 

The company believes the loss on variations in 
meter readings is about in line with average bulk 
plant experience. The figures check out so closely 
on customer billing that the airlines like the self- 
serve plan better than the old conventional systems. 

Billmg by the Month—Customers can have as 
many counters as they need distributed among the 
loading spots according to their fuel requirements. 
At this plant 18 counters are spread among six 
meters, according to the following plan: two meters 
have five counters apiece; two have two counters 
apiece; one has three counters, and one has one. 

The customer gets one bill a month for each 
kind of fuel. Since five customers have access to 
six meters, there could be a total of 30 invoices 
at the month’s end. However, the monthly average 
runs around 24 invoices. 

Invoice forms for a full month are prepared in 
advance and put away in a folder with tax exemp- 
tion slips made out and attached. Only the amounts 
remain to be filled in. That’s always done at mid- 
night on the last day of each month. 


Troubles Are Minor—There have been few 
equipment problems since the plant was opened 
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in January, 1956. Some trouble occurred from 
moisture in the counters in winter. This was cured 
by building sheet metal cabinets to shelter the 
meters and their stacks of counters. 


The loading arms can be swiveled from one side 
of the loading rack to the other by means of a 
hinged metal handle added to the standpipe. The 
handle moves the upper section of the standpipe 
above a swivel joint set into the line about two 
feet above ground level. 

At the start, the loading arms swung free when 
idle. This was a little too much flexibility—the 
arms tended to bat about a lot in high winds. The 
answer is a simple home-made anchor in the form 
of a projecting sheet metal segment welded to the 
standpipe below the hinged handle. In the segment 
are three notches to receive the handle when it’s 
down or out of use. That holds the arm in place. 


The three-inch meters and counters were fur- 
nished by Granco and installed by L. O. Halver- 
stadt, of Cleveland. Blackmer pumps deliver about 
250 gpm through Oilco loading arms. 

T. D. Mahoney, in charge of the plant, keeps 
only one employe on the job. He works in the 
bulk plant garage on truck maintenance. (The 
company contracts with the airlines for lease and 
maintenance of the refueling trucks.) 


Mahoney estimates he would need a full-time 
crew of at least four men to dispense fuel to the 
airlines. That has to be done on a round-the-clock 
basis, because weather shifts often require a switch 
of planes from one airport to another with little 
advance warning. 

Self-Serve Limits—Sohio’s special-purpose air- 
port plant is typical of one class of unattended 
service for which Granberg Corp. designed its key- 
control system. Others could be bus and truck 
terminals and service depots, and some small re- 
mote bulk plants. 

However, Standard of Ohio has not yet found 
a use for the system at other points, chiefly because 
of two limiting factors: 

e The plant can be too small. When they first 
tried out the key-control counters, the Standard 
people put two of them in a small, unattended 
bulk plant in Toledo. They found that the equip- 
ment works all right, but it’s only a minor advan- 
tage for just two customers. The same purpose 
could be served by installing two separate meters. 

e There’s also the problem of pump-off encount- 
ered in the usual oil marketer bulk plant. When a 
driver returns to an unattended plant with part of 
his load remaining, there’s no way for him to un- 
load if he wants to switch products. 

However, answers may come as an incidental 
result of other experiments. The company has set 
up special, meter-equipped unloading positions at 
15 of its plants. Outcome of these trials may turn 
up useful information about a number of problems, 
and could point the way to wider application of 
key-control counters. es 











MACK parts when you need ’em 


everywhere a MACK goes- 
there are MACK parts 


and MACK service 


To assure you of Mack parts when you need them 
. .. to enable you to reduce your parts inventories 
...and to*provide you with the skills of Mack 
service experts-—-Mack has established a fast- 
moving, transcontinental service-and-supply 
network. 


Your Mack distributor carries a carefully balanced 
stock of parts. Behind him are the local Mack 
Factory Branches and Mack’s Divisional Depots— 
both ready for on-call action. And at Somerville, 
New Jersey, there’s the Mack Parts Headquarters 
with comprehensive stocks that include every Mack 
part and assembly ever likely to be needed. 
For emergencies ... almost any Mack part is im- 
mediately available thro the transcontinental 
service-and- supply network. Mack Trucks, Inc., 
i New Jersey. In Canada: Mack Trucks 


of Canada, Ltd. 


Mack trucks can be serviced through 55 Direct 
Factory Branches and nearly 300 Distributors. 


MACK 


first name for 


TRUCKS 





New Pump Does Billing, Too 


Built-in combination of credit card imprinter 


and biller wins itself a patent 


A LOS ANGELES doctor, in a hurry 
to get gasoline and oil into his car, 
has patented a new device to help do 
just that. 

His idea is a built-in imprinter that 
accepts only authorized credit cards 
and lets the customer pump his own 
gasoline and record his own sale. 

Patent No. 2,792,148 (issued to Dr. 
Julius L. Goldenberg and assigned to 
Hollywood Management _ Service, 
Oscar C. Stahl, owner) covers a bill- 
ing device for a pump dispensing both 
gasoline and oil. But the proposed 
unit could be built into a conventional 
gasoline pump, says Stahl. 

So far Stahl has no production or 
marketing plans because he hasn’t 
figured out what such a pump might 
cost. He plans to make it himself 
or sell the patent rights. 


Automatic Billing—While the patent 
covers an interlock device that starts 
the pump when a notched or spot- 
magnetized credit card is inserted in 
a slot, oil marketers feel this is a 
secondary feature. 

They do see value in the means 
provided for imprinting the amount 
of the sale on the invoice, together 
with the customer’s name and address. 

They also speculate that the pump 
could be modified to turn out a ticket 
for all sales, both cash and credit. 
The cash customer might like a record 
for tax purposes, and a complete 
record of all sales would aid station 
accounting. One company suggests the 
possibility of combining the unit with 
a time clock for analyzing traffic 
peaks. 

Primary objection seen by oil mar- 
keters is the probable high cost of 
such a pump. A secondary objection 
is that TBA and other sales figures 


What's New in Equipment 





Drive-on lift 


. with a new low-level design has 
been introduced by Wayne to meet 
the trend toward lower cars with less 
road clearance. Inside lip rail has been 
lowered from 6%” to less than 4%”; 
the runway floor from 4%6” to 246”. 
As an example of effect of lower di- 
mensions, manufacturer cites the 2” 
clearance the new lift affords for the 
low-slung Thunderbird. Lift also has 
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Slip in your card, sign your name, and 
fill her up. Automation does the rest 


would have to be added by hand. One 
oil company reports that 75% of its 
station sales are for gasoline only. 

A similar device—a simple ticket- 
printer built into a gasoline pump 
has already been developed by Veeder- 
Root, computer manufacturers. It 
hasn’t been produced because of un- 
certain demand. 

But efforts continue to bring more 
automation to the pump island. a 


new type of ramp and chock sad to 
be foolproof and automatic in holding 
cars in position. If desired, lift can be 
equipped with an automatic telescop- 
ing, foot-release safety leg. Dept. L., 
Wayne Pump Co., Salisbury, Md. 

Circle No. 1 on coupon, page 164 


Throttle control 
. .. for users of power take-off equip- 


ment automatically varies engine speed 
as load increases or decreases. A 
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piston in the Hydro-Throttle Control 
reacts to pressure changes from the 
PTO pump or equivalent, and moves 
to operate the engine throttle. Claimed 
to save clutch wear and fuel con- 
sumption. Stratton Equipment Co., 
2030 E. 105th St., Cleveland 6, Ohio. 

Circle No. 1A on coupon, page 164 


Hand pump 


. of push-pull, double-action type 
is designed for bulk plant use in dis- 
pensing lube oils, cutting oils, light 
greases, antifreeze, solvents and sim- 
ilar products from drums, underground 
storage and truck tanks. Wayne's 
DD-1 unit is available either as a 
pump only, as a barrel pump, or as 
a pedestal pump. According to the 
manufacturer, more than 20 assem- 
blies are possible from the basic de- 
sign. A few changes in application 
accessories quickly convert the pump 
to almost any installation, from drums 
to tanks to pipelines. 

DD-1 barrel pump fits standard 
drum openings and can be supplied 
with either a standard cast spout and 
drip pan or a no-drip spout. Pedestal 
pump for use with underground or 
basement storage is 54” high. Foot 
valve can be supplied where lifts are 
greater than 10 ft. Both barrel and 
pedestal pump are available with an 
8-ft. Buna N hose, nozzle and an 8- 
gal. flow meter, when specified. Pump- 
ing action is continuous on both push 
and pull strokes. Five strokes fill a 
gallon can. Wayne Pump Co., Ft. 
Wavne, Ind. 

Circle No. 2 on coupon, page 164 


Hydraulic drum lift 


. . . Faises drums to a maximum 
height of 72” for pouring contents in- 
to tanks or mixing vats. Hydraulic jack 
lifts at rate of 14%” per foot-pedal 
depression. Mounted on 4” spark- 
proof ball-bearing casters. Drums 
can be rotated 360 deg. for mixing, 
and locked into place for pouring. 
Optional girdles handle either 55-gal. 
or 30-gal. drums or fibre containers 
up to 23” diameter. Special girdles 
for handling cylinders, carboys and 
other steel barrels also available. Ster- 
ling, Fleischman Co., Box 94, Broom- 
all 3. Pa. 

Circle No. 3 on coupon, page 164 


Cartridge grease gun 

. is now available for use with 
the handy new 14% oz. grease cart- 
ridges. The all-steel, high-pressure lever 
gun is also equipped with a filler 
nipple for 30-second refilling by pump 
or conventional suction method if de- 
sired. Capacity is 18-oz. using bulk 
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(Continued from page 163) 


lubricant. May be spring or force 
primed; develops 10,000 Ibs. maxi- 
mum pressure; handles all normal 
pressure gun lubricants in any weather. 
Lincoln Engineering Co., 5702-74 
Natural Bridge Ave., St. Louis 20, 
Mo. 


Circle No. 4 on coupon 


New Worthington pump 


. of vertically split design is built 
with centerline supported casings and 
circular casing joints with confined 
gaskets. Said to be the centrifugal 
best suited for temperatures up to 
850 deg. F, and to safely withstand 
working pressures up to 600 psi(g) 
with an economical 1/8” minimum 
corrosion allowance. Shafts and bear- 
ings are claimed to be sized for min- 
imum deflection under difficult suction 
conditions up to 500 psi(g). Avail- 
able in three models: Type HN, end 
suction, top discharge; Type HNT, 
top suction, top discharge; Type HNC, 
integral seal. Standardized parts pro- 
vide maximum _interchangeability. 
Worthington Corp., Harrison, N.J. 


Circle No. 5 on coupon 


Small electric buffer 


. is said to be especially suited for 
cleaning and buffing the inner liners 
of tubeless tires. Called the Termite, 
the tool operates at only 450 rpm 
under load, claimed to be slow enough 
to prevent burning or scorching. Size 
is small enough to lay across the 
inside of a 7.50-14 tire. Hedge Mfg. 
Co., PO Box 458, Burlington, lowa. 


Circle No. 6 on coupon 


e FOR FURTHER INFORMATION 


Tank thermometer 


. . . has a one-piece cup case molded 
of corrosion-resistant plastic with low 
thermal conductivity. It is designed 
for use where chemical action of 
such compounds as aromatic hydro- 
carbons or other petroleum products 
is critical. Cup capacity of 120 mil 
meets requirements of both ASTM 
and API. Temperature ranges offered 
are minus 40 deg. F to 500 deg. F. 
Graduations are permanently engraved 
on a 14”, red-reading, wide-bore tube. 
Case is easily cleaned so that thermom- 
eter can be used for testing a number 
of products. Tube is held in position 
with spring clips and can be replaced 
easily without tools. Called the Weks- 
ler Scoopmaster. Weksler Thermom- 
eter Corp., 195 E. Merrick Rd., Free- 
port, N. Y. 

Circle No. 7 on coupon 


Chuck gage 


. . . contributes to safe mounting of 
tubeless tires. Three full feet of hbdse 
and chuck clip permits the operator 
to stand back as beads are seated 
under pressure. Manufacturer claims 
the new gage also has all desirable 
requirements for general air service 
use. Features are a replaceable gage 
unit; single push button control of 
inflating, gaging, and deflating; spe- 
cial plastic body designed to with- 
stand abuse of in-the-line type of tire 
inflating gage. Calibrated from 16 to 
110 Ibs.; identified by the number 
3650C; immediately available as a 
standard item. A Schrader’s Son 
Division of Scovill Manufacturing 
Co., Inc.. 470 Vanderbilt Ave., Brook- 
lyn 38, N. Y. 

Circle No. 8 on coupon 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 
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NATIONAL PETROLEUM NEWS 


330 W. 42nd St., New York 36, N. Y. 


Your Inquiry will be forwarded to the manufacturer. Void after Nov., 1957 
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Hose coupling 


. . » known as the Long Shank Type 
800, uses a built-in tie wire to se- 
cure the swivel nut to the shank. Man- 
ufacturer claims this eliminates cut- 
ting into the hose to replace worn 
swivel nuts. Cast-in flange is said to 
act as a cushion for the hose end, 
preventing swivel action from fraying 
hose fabric material. Available in 2” 
size with hex swivel nut, and 3” size 
with a pin lug swivel nut. Universal 
Valve Co., 472 South St., Elizabeth, 
N.J. 


Circle No. 9 on coupon 
nee 


Air intake 


. . for engines on White tractors 
controls the temperature of the car- 
buretor air supply. When outside air 
temperature drops below 70 deg. F, 
a thermostat in the air induction sys- 
tem control chamber is closed to out- 
side air, thereby drawing air from 
under hood. For higher outside tem- 
peratures the thermostat gradually 
shifts until at 80 deg. F, only outside 
air is taken in. White Motor Co., 
Cleveland 1, Ohio 


Circle No. 10 on coupon 


Cleaning tool 


. . is a pneumatic-powered rotary 
unit for removing rust, scale and old 
paint from iron, steel, brick and con- 
crete surfaces. A governor feeds the 
right amount of air to keep the tool 
operating at efficient speed. Said to 
develop slightly more than 1 hp when 
operated on 90 Ibs. air pressure. Max- 
imum air requirements under load is 
42 cu. ft. per min. Aurand Manufac- 
turing & Equipment Co., 1210 Ellis 
St., Cincinnati 23, Ohio. 


Circle No. 11 on coupon 


New truck line 


. is called the B Series Diesels, 
and consists of six tractors, seven 
highway trucks and three off-highway 
trucks. Single axle units are designed 
for GVW’s up to 42,000 lbs.; tandem 
axles up to 63,000 Ibs.; tractors for 
gross combination weights of 65,000 
to 85,000 Ibs. A choice of nine 
Cummins heavy-duty diesel engines is 
offered ranging from 175 to 335 hp. 

Manufacturer claims cab design is 
most advanced in the heavy-duty field 
including such features as a top-for- 
ward windshield; a glare-eliminating 
overhang above the windshield; toggle 
switches for lights; flat cab floor; and 
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Bostrom Level Ride 80 seat. Dual 
headlights as standard equipment are 
said to be the first use of the dual 
lights in the truck field. Engine ser- 
vicing is made easy by a large under- 
hood space accessible from heavy, 
flat catwalk fenders with diamond 
safety treads. Reo Motors, Inc., Lan- 
sing, Mich. 

Circle No. 12 on coupon, page 164 


Centrifugal pump 

. . . makes easy maintenance possible 
by removal of the working parts as 
a unit separable from the piping sys- 
tem. By removing a flexible coupling 
spacer, the drive unit can be pulled 
away from the casing and disconnected 
for replacement or repair. According 
to manufacturer, pump design fea- 
tures simple, rugged construction, with 
a minimum number of parts. Fully 
open impeller uses no sealing rings 
or closely fitted running parts. Im- 
peller shaft may be mounted sepa- 
rately to the drive shaft or welded 
to form a one-piece construction with 
the drive shaft. LaBour Co., Inc., 
Elkhart, Ind. 


Circle No. 13 on coupon, page 164 


Swivel adapter 


. . » for Rotary frame pick-up lifts 
is said to make handling all 1957 
cars fast, safe and easy. Furnished 
as standard equipment on all new 
models, the adapter also fits all earlier 
lifts of this type. The adapter set con- 
sists of four cast-steel arms, each of 
which swivels on a sliding base 


(Continued on page 166) 





New Revere Fluoresign Outdoor Luminaire 


Now — high level illumination 
for poster panels, walls 


Better light distribution, simplified installation, and flexibility to fit 
any display are three good reasons for specifying Revere’s Fluoresign 
Outdoor Luminaire. 


Fixtures employ fluorescent rapid-start lamps which provide 10 times 
the rated life of incandescent types . . . plus greater operating economy 
for low temperature outdoor use. New reflector design minimizes trapped 
light, and provides uniform light distribution. 


Lightweight aluminum reflectors of 4, 6 and 8 feet may be assembled 
with end and center housing fixtures to any desired display length. Reflec- 
tors rotate in any direction — within full 360° — by simple screwdriver 
adjustments. : 


Write for complete bulletin No. 300-21 describing Revere’s Fluoresign 
Outdoor Luminaire. 


Revere Electric Mfg. Co. 
6009 Broadway, Chicago 40, il. 
UPtown 8-7100 


Available in Canada thru Curtis Light- 
ing, Ltd., Leaside, Toronto, Ontario 


OUTDOOR LIGHTING: Industrial, Commercial, Service Stations, Streets, Sports, Airports, Shopping Centers 


August, 1957 + NATIONAL PETROLEUM NEWS 165 





IOWA 








TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


3923 E. 14th St., Des Moines, towa Amherst 2-1975 
Member National Ol! Equipment Jobber Association 








MISSOURI 








TRI-STATE EQUIPMENT COMPANY 
COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


519 Southwest Bivd. KANSAS CITY &, MO. 
Baltimore |-3568 
Member National Oli Equipment Jobber Association 








NEW JERSEY 


SERVING THE OIL INDUSTRY 


FOR y 45) YEARS 


@ OPW Valves and Fittings 

@ Marlow Pumps 

e@ Blackmer Pumps 
@ Erie Pumps and Equipment 
WE SERVICE THE EQUIPMENT WE SELL. 


TEN HOEVE BROTHERS 


NEW YORK 


Gasboy Pumrs 


For every size consumer- 
commercial account. 
LANCASTER STEEL PRODUCTS 
MFG. CO. 


Lancaster, N.Y. 





EDWARD JOY COMPANY 

905 Canal St., Syracuse, N. Y. 

COMPLETE OIL EQUIPMENT IN STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 











EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 
Phone—Jefferson 5-8215 


.» Lincein 
Goodrich. 
and Gas 


Hose ing Service 
SALES—PARTS ENGINEERING SERVICE 





PENNSYLVANIA 
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(Continued from page 165) 
mounted on the lift superstructure. 
The sliding base combined with full 
360 deg. arm rotation provides an 
effective pick-up area 69” wide by 
82” long. 

Arms can be positioned anywhere 
within this area to lift any car in- 
cluding frameless models, small for- 
eign makes, and light pick-up trucks. 
Arms are removable from bases for 
low clearance if necessary. Arms are 
faced with tough, durable synthetic 
rubber pads that grip the car frame 
securely and prevent damage to under 
parts. When additional height is re- 
quired for lifting pick-up trucks or 
old model cars, the arm end can be 
raised to a vertical position. Rotary 
Lift Co., 1054 Kansas, Memphis 2, 
Tenn. 


Circle No. 14 on coupon, page 164 


Trouble light 


. . . for engine repair work mounts 
on top of the radiator by means of 
a fixture that substitutes for the rad- 
iator cap. Manufacturer also claims 
design protects operator from acciden- 
tal burns rfom contact with shade or 
bulb. Uses conventional 100-watt 
lamp. Includes creeper adapter. Hop- 
kins Mfg. Co., 312 Merchant St., 
Emporia, Kans. 


Circle No. 15 on coupon, page 164 


PENNSYLVANIA 





RUTLEDGE EQUIPMENT CO. 


334 Bivd. of Allies Pittsburgh 22, Po. 


Li Service Stetion Flood Lights 
esstuey aa Volves G 


Granco Pumps oh Meters—Air 
Compressors 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 


BULK TERMINALS TRUCKS 
SERVICE STATIONS 








Member NAOEJ 


Safety emblem 


. . . for the rear end of tank trucks 
carries the word “FLAMMABLE” on 
a red and silver Scotchlite background, 
in what is known as a barricade de- 
sign. Covering an area of more than 
five sq. ft., the emblem material has 
a permanent adhesive backing said to 
permit installation in less than 30 
minutes. Eliminates time and expense 
of painting. Carsten Products, 15406 
Thomas St., Allen Park, Mich. 


Circle No. 16 on coupon, page 164 


Throttle control 


. .. for users of power take-off equip- 
ment automatically varies engine speed 
as load increases or decreases. A 
piston in the Hydro-Throttle Control 
reacts to pressure changes from the 
PTO pump or equivalent, and moves 
to operate the engine throttle. Claimed 
to save clutch wear and fuel con- 
sumption. Stratton Equipment Co., 
2030 E. 105th St., Cleveland 6, Ohio. 


Circle No. 17 on coupon, page 164 





Oil Marketing 
Equipment Jobbers 
This Is Your Market Piace! 
Write today for Advertising 
Space Rates 
NATIONAL PETROLEUM NEWS 


330 West 42nd Street 
New York 36, N. Y. 
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Balanced 10” valve 


. Closes in two stages to protect 
system from slamming effect of line 
shock. Can be furnished complete 
with pre-control and linkage so that 
the valve shuts off automatically when 
a pre-determined gallonage has reg- 
istered through the meter. Can also 
be used as a control valve where ease 
of opening, soft closing and positive 
shut-off is required. Can be opened 
by finger tips without supplementary 
power, and is adaptable to remote 
operation by air, hydraulic, or elec- 
trical means. Granberg Corp., 1308 
67th St., Oakland 8, Calif. 


Circle No. 18 on coupon, page 164 


Literature ... 
Axle booklet 


. gives complete details on the 
new A. O. Smith integral-axle “Sth 
wheel” tandem trailer suspension, 
using a cushion ring design in place 
of conventional leaf spring suspension 
undergear. Bulletin No. MO-100. A. 
O. Smith Corp., 5715 Smithway St., 
Los Angeles 22, Calif. 


Circle No. 19 on coupon, page 164 





Lube catalog 


. . . covers full line of Arolube equip- 
ment. Handy index helps locate data 
on five main product groups: chassis 


service; conventional gear service; 
A.T.F. service; motor oil service; air 
and water service, including the Roto- 
Wash car washer and tire inflation 
gage; and miscellaneous, including ac- 
cessories, adapters, nozzles, grease 
fittings, hand trucks, dollies, wheel 
bearing packers and washers, oilers, 
filters, gages, hand and power gun sets 
and many related items. 

There are also two pages of tech- 
nical installation data; an explanation 
of the firm’s “loaner pump” service; 
the warranty “for three years or 
10,000 lube jobs” on the AL-207 air 
motor; and the locations of the com- 
pany’s network of service depots. Aro 
Equipment Corp., Bryan, Ohio. 

Circle No. 20 on coupon, page 164 





Revised valve bulletin 


. covers Rockwell’s complete semi- 
steel valve line. New features include 
photos, drawings and detailed descrip- 
tion of Rockwell-Nordstrom lubri- 
cants and lubricating methods; cuta- 
way photos showing working parts of 
four principal types of Rockwell- 
Nordstrom semi-steel valves—two-bolt 
cover; screwed-gland; bolted gland; 
and multiport types. Other new fea- 
tures include high-lighted photos and 
larger, easier-to-read specifications 


tables, and photo-illustrated descrip- 
tions of all new semi-steel models 
added to the line in the past four 
years. Meter and Valve division., 
Rockwell Manufacturing Co., 400 N. 
Lexington Ave., Pittsburgh 8, Pa. 
Circle No. 21 on coupon, page 164 


Coupling bulletin 

. . « No. 270 covers Snap-Tite’s new 

“HK” quick-connect, quick-disconnect 

coupling using Teflon seals. Coupling 

is said to function perfectly at tem- 
(Continued on page 168) 








fuel oils through #4. 


Cedar Falls, lowe, US A 








TERMINAL PUMPING 
CAPACITY BOOSTED 


63,000 Gallons per hour with one VIKING 


General American Transportation Corporation does a lot of pumping, 
handling 58 different liquid products at their huge terminal in Galena 
Park, Texas, near Houston. Two Viking Pumps—of 18,000 gph and 
45,000 gph capacity—are an important part of their successful opera- 
tion. Now they have added this 63,000 gph Viking for barge and 
ship loading, besides general transfer work. It will handle such liquids 
as benzol, xylol, esperol, gasoline, crude mineral spirits, lube oils and 


Let Viking Pumps help your business to grow, too. You'll need no 
auxiliary equipment to strip tanks. You'll have positive, fast self- 
priming action with smooth constant delivery. See your nearby 
distributor, or write for bulletin Section Cr. 


VIKING PUMP COMPANY 
In Canada, it's “ROVO-KING” pumps 


Offices and Distributors in nee 





Your Classified Telephone Directory 
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Another @ 
Father-and-Son 
RICHFIELD 
Distributor | 
Team 4 


oe % 


TALKING IT OVER: Ben Thornhill, 3rd, gets guidance from Richfield New York 
office as his father, Ben, Jr., head of Lynchburg Oil Company, Inc., Lynchburg, 
Virginia, looks on. The Thornhills are an excellent example of another Father-and- 
Son team chalking up success as Independent Richfield Distributors. 


“Richfield is the Right Connection,” 


says Ben Thornhill, Jr., 
20 years an Independent Richfield Distributor 


“August, 1937, was a happy date in the Thornhill household,” says 
Ben Thornhill, Jr. “That’s when we connected with Richfield. As I 
saw it, I wanted a business that paid off well right away, and also 
offered opportunities for a rosy future for my son, Ben, the 3rd. An 
Independent Richfield Distributorship combined both. 


“Beauty of doing business with Richfield is—they not only supply you 
with the finest products, but the finest cooperation and service in the 
bargain. Whenever young Ben and I need advice or counsel of any 
kind, we call on Richfield, and they are quick to click. And you never 
get any competition from Richfield, either. Believe me, a Richfield 


17? 


Distributorship is the right connection for any man! 


WOULD YOU like to become an Independent Richfield Distributor 
... become associated with a big “name” brand? Write, wire or phone 
us now. We'll tell you all the advantages pronto! 


RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 
Serving the Eastern Seaboard from Maine fo Florida 
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peratures ranging from a low of 
minus 100 deg. F. up to plus 500 
deg. F, and to be impervious to sol- 
vent action. Snap-Tite, Inc., Union 
City, Pa. 

Circle No. 22 on coupon, page 164 


Pump maintenance records 


. . « Can be set up on special cards 
with appropriate space for noting con- 
struction details, dates of pump fail- 
ures and nature of repairs. Helpful 
in ordering repair parts, diagnosing 
failures, establishing lubrication and 
maintenance schedules; and determin- 
ing pump suitability. Supply of cards 
may be obtained from Goulds Pumps, 
Inc., 28 Black Brook Rd., Seneca 
Falls, N. Y. 

Circle No. 23 on coupon, page 164 


Metal repair bulletins 


. » » cover two repair methods, metal- 
lizing and welding. Metallizing is the 
process of spraying molten metals 
onto a base surface to build up worn 
mechanical equipment, apply hard 
wearing surfaces, correct surface de- 
fects and restore dimensions. The 
welding bulletin outlines various weld- 
ing processes for repairing broken or 
worn machinery, storage tanks and 
material handling equipment, marine 
equipment, boilers. Protective Coat- 
ings Div. of Metalweld, Inc., Scotts 
Lane & Abbotsford Ave., Philadel- 
phia, Pa. 

Circle No. 24 on coupon, page 164 


Lighting bulletin 


. . « gives dimensions and construc- 
tion details of special fixtures for 
lighting exterior walls of service sta- 
tions. Manufacturer claims new Vert- 
Flood units light station building from 
roof to grade uniformly and econom- 
ically. Guardian Lieht Co., 500 North 
Blvd., Oak Park, Ill. 

Circle No. 25 on coupon, page 164 


Manufacturers .. . 


Gemco Mfg. Corp., formerly known 
as Gasoline Equipment Mfg. Co., has 
moved into a new location at 916 
Harrison St., Indianapolis, Ind. Gemco 
is a fabricator of mild, stainless and 
alloy steel tanks, pressure vessels and 
process equipment for the petroleum 
and other industries, and maintains an 
engineering department that provides 
complete design service. The company 
will continue its oil equipment dis- 
tributing department. 

(Continued on page 171) 
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A MESSAGE TO AMERICAN 


INDUSTRY * ONE OF A SERIES 


What Research Means 
to American Business 


American industry plans to invest $150 
billion in new plant and equipment during 
the next four years—more than in the five 
years 1952-1956. It plans to carry out this 
record investment even though manufac- 
turing capacity has nearly doubled since 
World War II. These facts are reported in 
McGraw-Hill’s tenth annual survey of Business’ 
Plans for New Plants and Equipment. They 
contradict many long-established theories about 
investment in capital goods. 

According to the textbooks, a high and rising 
level of capital investment is generally followed 
by a decline. The bigger the rise—so the old 
theory goes—the bigger the decline will be. But, 
after a decade of high-level investment and an 
especially strong rise in the past two years, in- 
dustry now has plans to keep right on with 
near-record outlays for plant and equipment. 
Does this mean some new factor has been added, 
to change the investment cycle? 


The New Factor — Research 


The latest McGraw-Hill survey points 
out one new factor which, more than any 
other, is changing the nature of the in- 
vestment process. This is the record outlay 
planned by U.S. corporations for scientific re- 
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search and development—to create new prod- 
ucts and develop new industrial processes. The 
rapid growth of research in industry, and plans 
for even more remarkable growth in the years 
ahead, are shown by the accompanying table. 

This year industry plans to spend $7 bil- 
lion on research and development — up 
20% from 1956. By 1960 it will spend $9 
billion — enough to create a major new 
industry. 

By 1960 manufacturing industry ex- 
pects sales to be up 26% — with half the 
increase in products that were not made 
in 1956. 





Growth of Research and Development Expenditures 


(Millions of Dollars) 


PLANNED 
1956 1957 = 1968 

Machinery 506 577 704 
Electrical Equipment 1,149 1,310 1,637 
Riese Wee PONE Fei os cee c ok st 1,038 1,558 2,274 3,161 
Fabricated Metal Products 

and Ordnance 165 174 210 
Professional and Scientific . 

instruments 300 453 
Chemicals 528 


Paper, Rubber, Stone, Clay 
and Glass Products 196 


Petroleum Products 

Other Manufacturing ............ 1,038 
Non-manufacturing industries .... 254 
Ps err er 4,767 








What Research Is Doing 


Here are some examples of how industrial 
research is opening up new markets, or com- 
pelling the modernization of old facilities: 

New automatic controls in petroleum re- 
fining will raise the quality of gasoline and 
reduce the time required for production. A new 
process for recovering oil from depleted wells 
promises to multiply our potential reserves. 

A new process for treating iron ore will 
permit the ore to be fed directly into steel fur- 
naces — without the need for blast furnaces or 
coke ovens. 

New turbine engines— made possible by 
the development of heat-resistant alloys for tur- 
bine parts—offer greatly increased power for 
aircraft, ships and automobiles. 

Altogether, industry plans to introduce 
more new products in 1957-1960 than in 
any previous four-year period. It also plans 
new processes on a scale that will make much 
of our present capacity obsolete. These new 
products and new processes are the secret be- 
hind continuing plans for high investment. 

One-third of all manufacturing firms are 
building new plants this year to produce new 
products, and by 1960 this may account for 
10% to 20% of all capital expenditures. At the 
same time, manufacturing companies report 
that over half their capital expenditures in the 
next four years will be for modernization of 
equipment and introduction of new processes. 
Thus the preponderant share of new investment 
will be based on developments growing out of 


research. 


A New Kind of Prosperity 


The keen interest of U.S. business firms 
in scientific research points the way to a 
new kind of prosperity for our economy 
—a prosperity based on deliberate creative- 


ness. As long as we can create new products 
that will offer better value to consumers or cut 
costs to manufacturing firms, business will con- 
tinue at a high level—not at fever pitch, per- 
haps, and it is to be hoped not at an inflationary 
pitch. But based on a steady stream of new 
products and processes, we can have a high 
level of general prosperity that defies the old 


laws of boom and bust. 


It’s Not Automatic 


Of course, there is no guarantee. New prod- 
ucts do not spring up by magic as the medieval 
alchemists hoped they would. They are found 
as the result of long and expensive effort in 
laboratories and pilot plants. This effort requires 
an increasing number of trained scientists and 
engineers. In 1957 alone, manufacturing com- 
panies report they will need 7% more of these 
highly trained people in research and develop- 
ment. And by 1960, they will need an additional 
15% to carry out planned research programs. 

The effort to maintain prosperity — as 
well as the national defense effort — will 
depend increasingly on this supply of 
scientific and technical personnel. But if 
we can supply the people, industry now 
has the plans for a research effort that will 
put an end to the spectre of idle plants 
and idle workers. 





This message is one of a series prepared by the 
McGraw-Hill Department of Economics to help 
increase public knowledge and understanding 
of important nation-wide developments. Per- 
mission is freely extended to newspapers, 
groups or individuals to quote or reprint all 
or parts of the text. 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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Equipment 


(Continued from page 168) 


Firestone Industrial Products Co. is 
circulating reports of service life of 
air springs on trucks that show 600,- 
000 to 700,000 miles of satisfactory 
service as compared to an average of 
125,000 miles for a set of steel 
springs. According to Firestone, heavy 
duty air springs have been used for 


several years with good results on 


buses, trucks and trains. 


When the Bennett Pump traveling | 


exhibit hit Atlanta, district manager 
Emil Georg looked up the length of 
service of all the Bennett field men 
who came to town for the meeting. 
He found 15 of them had been on 
the job 10 years or more. Topping 
the list was the venerable Emil Georg 
himself, who has been selling the Ben- 
nett line for the past 30 years. 


Personnel... 





James H. Thu- 
row is the new 
division manager 


at Minneapolis | 
for Aro Equip- | 
ment Co., Bryan, | 
was | 
previously a lu- | 
brication engi- | 
neer for Sinclair | 


Ohio. He 


Refining Co. at 
Des Moines, 
Iowa, and before 
that a Sinclair industrial sales repre- 


Thurow 


sentative in the Twin Cities area. He | 


will cover the states of Minnesota, 
North Dakota, South Dakota, and 11 
counties of western Wisconsin. 

* 


E. C. Messer- | 


vey has been pro- 


moted Chicago | 
branch manager | 
for Aro Equip- | 
ment Corp., Bry- | 


an, Ohio. He has 


been assistant | 
manager of auto- | 
| as discharge, this hose is non-collapsible, 


motive sales and 

was 

Messervey 
farm sales. He 

will be in charge of the Chicago 


branch sales office and service depart- | 


ment, as well as sales activities in 


Northern Illinois and Lake County, | 
| rayon. Couplings can be grounded to 


Indiana. 
” 


M. K. Henderson, hydraulic lift | 


sales manager for Wayne Pump Co., 
Ft. Wayne, Ind., has been named vice 
(Continued on page 172) 


formerly | 
supervisor of | 


Put lasting 
dependability 


between 
truck and 
tank... 























.. .with this rugged 
QUAKER HOSE 


Lightweight and ideal for suction as well 


with small outside diameter and high 
flexibility. Full opening is maintained in 
any position to assure even flow. ¢ 

Tube resists damage by petroleum 
products and aromatic fuels. Cover stands 
up to oil, sunlight, abrasion. Reinforced 
with spring steel wire and high tensile 


reinforcing wire. Available in lengths up 
to 50 feet at your nearby Quaker-Quaker 
Pioneer distributor. For free brochure, 


write: 


H. K. Porter Company, Inc., 
Quaker Rubber Works, 
Philadelphia 24, Pa. 
Pioneer Works, 

Pittsburg, Calif. 


QUAKER RUBBER DIVISION 
H. K. PORTER COMPANY, INC. 
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Equipment 


(Continued from page 171) 
president of the Industrial Lift and 
Loading Ramp Institute. He was 
elected at the Institute meeting held 
during the National Materials Hand- 
ling Exposition in Philadelphia. 


* 

Russell W. Wetjen has been named 
sales manager for petroleum, LP- 
gas and industrial meters for the 
Neptune Meter Co., New York City. 
He succeeds Walter H. Sieger, who 
has been elected president of Re- 
vere Corp. of America, a Neptune 


subsidiary. Wetjen was employed in 
the engineering and research depart- 
ments of Neptune’s Long Island City 
plant, but since 1946 he has been 
president of Perfect Propane Gas Co. 
and Perfect Bottle Gas Co., distribu- 
tors of LP-gas located in Hawley, Pa. 
oe 

Schuyler C. Reber is the new sales 
manager of the automotive lift division 
of Rotarv Lift Co., Memphis, Tenn. 
He was previously sales manager of 
the American Saw & Tool Co., 
of Louisville, Ky. Originally from 





eer 
Impact 


lnmediate Protection 
against eollicton hazarde! 





Wherever you have remote control pumping, let 
this Tokheim Impact Check Valve stand guard. 
Installed just below island level, this remarkable 
valve doesn’t wait for intense heat for actuation 
—it goes into action before fire starts. 


FEATURES 
®@ Easy to install—available 
with 1%” outlet; 1%" or 2” 
inlet 
® immediate protection—no 
delay to reach a melting 


A 100-lb. blow disengages pendant from pop- point 


pet stem, closing valve instantly. If pedestal is 
severed from its mounting, supply line breaks at 
special shear section. Flow shuts off immediately. 
ndant permits full unrestricted 
flow. If accident occurs, you replace only the 
shear section—wot the entire valve. Write for 


Normally, 


factual bulletin today. 


There ino substitute for TOKHEIM QUALITY / 


General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
Fort Wayne 1, ind. 


1650 Wobash Ave. SINCE 1901 


® Positive closing insured by 
pump pressure—foolproof 

® Not affected by ordinary 
vibration—requires 100-Ib. 
blow (approx.) 

@ No metal-to-metal wear— 
leak-proof seat has compo- 
sition disc 

© Utilizes same sound poppet 
principle as other famous 
Tokheim valves 

© Externally tamper-proof 

® Special shear section kits; 
no need to replace entire 
valve after accident 

® Underwriters’ Laboratories 





Subsidiaries; Tokheim N.V., Leiden, Holland—GenPro, inc., Shelbyville, ind. listed 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
in Canada: Tokheim-Reeder Ltd., 205 Yonge Street, Toronto, Ont. 





Chicago, Reber is a graduate of De- 
Pauw University and the Harvard 
Graduate School of Business Admin- 
istration. 

aa 


Oil Heat Products 


BTU meter 


. .» measures heat in thermal units and 
liquid flow in gallons. Can be used in 
metering central heating and refrigera- 
tion plants, in measuring quantity of 
heating and cooling consumed in in- 
dividual areas of all types of buildings. 
Claimed to be corrosion-proof, easily 
installed, and needs no oiling. Air Con- 
ditioning Equipment Corp., 219 E. 
44th St., NYC, NY. 

Circle No. 26 on coupon, page 164 





50-60 hp boilers 


. are now part of factory-tested, 
packaged line for commercial heating 
m.ket. Many design features were 
formerly found only in industrial boil- 
ers. Units have exclusive forced draft 
syste... and four-pass design for high 
heat transfer, controlled combustion, 
low stack temperatures. Also tube sur- 
faces kept clean by combustion gas 
scrubbing action going through passes 
at high velocity. Burner is multi-noz- 
zle, pressure-atomizing type with auto- 
matic two-stage ignition for operation 
with No. 2 oil. Units are especially 
designed for schools, churches, apart- 
ments, Cleaver-Brooks Co., 326 E. 
Keefe Ave., Milwaukee 12, Wis. 


Circle No. 27 on coupon page 164 


Hot water air vent 


. .. is now available in a new, low-cost 
automatic model. Manufacturer claims 
vent has several features not usually 
found in product, such as hand-oper- 
ated non-removable vent screw, con- 
trolled water flow through close fit of 
extended pin in bottom port, cleanable 
bottom port, and positive shut-off. 
Taco Heaters Inc., 1160 Cranston St., 
Cranston 9, R. I. 


Circle No. 28 on coupon page 164 
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Gulf proudly presents 


Pull up to the purple pump 


THE FINEST GASOLINE EVER OFFERED TO THE 
mororING PuBLC:GULEF CREST 


Gulf guarantees peak performance with no knock,no pre-ignition 


New Gulf Crest surpasses all other 
gasolines in these two ways. 


@ Made with a new, exclusive Gulf 
formula, it keeps modern engines 
cleaner, quieter, smoother-running 
than any other gasoline. 

@ New Gulf Crest is packed with 


Now, more than ever 
to get the best from 
your car...G0 GULF 


New Gulf Crest New Guif Super No-Nox » 


best ever sold for the 
finest cars ever built 
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for all but the most 
critical of todays engines 


more potential power per gallon 
than any other gasoline. New Gulf 
Crest will deliver peak performance 
without knock or pre-ignition — 
even in today’s most critical engines. 


Pull up to the purple pump—fill 
up with new Gulf Crest. 


that famous 
high-value gasoline 














Whatever your requirements for 
highway or off-the-road equipment — 
Timken-Detroit® offers you a full line 
of driving, trailer and front axles... 
brakes and gear boxes... backed by 
over 50 years of manufacturing expe- 
rience and proven by continuing field 
and laboratory research. 

Proving the superiority of design, 
engineering features and quality that 
go into every Timken-Detroit prod- 
uct is the Lightweight Tandem. 





LX LEP LOE IE GE IRI SS IO TE 












Greater Payload Capacity! Up 
to 700 pounds lighter than any 
other unit of equal capacity, this 
new tandem will give you up to 
26,000 extra ton-miles payload in 
every 75,000 miles of operation. 


Parts Interchangeability means 
easier maintenance. Almost all 
the parts in this new tandem— 
gears, pinions, differentials and 
brakes—are interchangeable 
with parts from Timken-Detroit 
standard single axles. This as- 
sures you more productive road 
time . . . faster, simpler, more 
economical maintenance... and 
smaller parts inventory. 


Inter-Axle Differential divides 
torque evenly between axles... 
yet permits wheels of one axle to 


TIMKEN-DETROIT’ LIGHTWEIGHT TANDEM GIVES YOU... 


revolve faster or slower than 
wheels of the other axle. This 
means both axles are doing 
equal amounts of work . . . driv- 
ing parts and tires last longer. 


Driver-Controlled Lockout! 
With Timken-Detroit Inter- 
Axle Differential, the driver can 
obtain the advantages of straight- 
through drive under slick condi- 
tions by locking out the differ- 
ential at any driving speed. 


Big, Dependable Hypoid Gears 
rotate in correct direction for 
maximum gear and bearing life. 


Plants at: Detroit, Michigan * Oshkosh, Wisconsin 


Utica, New York * Ashtabula, Kenton and 
Newark, Ohio + New Castle, Pennsylvania 


AXLES 





WORLD’S LARGEST MANUFACTURER OF 
AXLES FOR TRUCKS, BUSSES AND TRAILERS 





Markets and Prices 


Prices: Flipping and Dipping 


Observers on the market sidelines 
have seen a confused June/July pa- 
rade of price increases, discounts, 
open cutting and declines. It left most 
marketers too puzzled to say anything 
but “they went thataway.” 

Touching off the back and forth 
movement of prices was Sinclair’s de- 
cision to follow steel’s example and 
apply increased costs, and notably 
wages in this instance, to product 
prices on an across-the-board basis. 
Clean products were raised 0.2¢ gal. 
and residual fuels 5¢ bbl. 

Within a relatively short time some 
two dozen other companies from coast 
to coast announced similar or near- 
similar increases. Confusion entered 
when announced hikes tended to con- 
flict with the facts of life. For in 
some areas, in fact many areas, distil- 
lates were being shaded or discounts 
given to encourage sale of product 
while stocks stood at record highs. 

The picture in gasoline was much 
the same. With ending of fair trading 
in some states and spotty price wars 
still going on, marketers were asking 
themselves whether prices were up or 
still down. 

Three weeks after Sinclair boosted 
its prices, Esso Standard on July 9 
said it was cutting its distillate prices 
from Maine to Louisiana in amounts 
ranging from 0.2¢ to 0.4¢. Company’s 
reductions at many points more than 
wiped out the earlier increases it had 
put into effect on earlier. It was ap- 
parent, at the same time, that price ad- 
vances were not holding up as far as 
other suppliers in the Southeast were 
concerned because increases at whole- 
sale were beginning to be rescinded 
on a retroactive basis in Georgia and 
Florida. 

Shortly after Esso announced its re- 
ductions in distillates, Gulf, Shell and 
Sun said they were meeting Esso’s 
0.4¢ in a number of areas. 

In all this tumbling around of prices 
light and heavy fuels dipped lower at 
the Gulf in a prolonged period of 
relative inactivity. 

Kerosine prices were down 0.375¢ 
to 9.25¢ with product hanging heavily 
over market at this level. No. 2 fuel 
was off 0.25¢ to 9.25¢ and freely 
available at this price, and there was 
implication that prices could be shaded 
another 0.25¢ to 9¢. Gas oils also were 
down 0.25¢ with 53-57 d. i. available 
from 9.625¢, 48-52 d.i. from 9.5¢, 
and 43-47 from 9.375¢. 
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Prices for ordinary bunker “C” fuel 
dipped 10¢ from $2.75 to $2.65 a 
bbl. and maximum 1% sulfur product 
fell 25¢ per bbl. to $2.80. Sales of 
ordinary bunker oil, meanwhile, were 
disclosed as having been made on a 
“Caribbean equation” ($2.55 bbl.). 
Another feature of the Gulf Coast 
black oil market was a buyer/seller 
standoff (before the price drop in or- 
dinary “C” fuel) with buyer leasing 
out his upriver towing because of 
“high prices.” 


Midwest Wholesale—If the situa- 
tion that prevailed on and off the four- 
day holiday weekend tells the season’s 
story for oil marketers as for baseball 
seers, Midwest wholesalers might as 
well write off 1957 as finishing far 
down in the second division. Heating 
oil prices in all Midwest states except 
Michigan were headed downward, and 
gasoline was having a rough time 
holding its own. 

From early June to the holiday 
period, the Midwest story was told in 
terms of price cuts at wholesale level. 

Heavy oil quotations dropped 0.8¢ 
at Toledo, 0.6¢ in Central Michigan, 
and later, 0.25¢ at Chicago, under 
pressure of gas conversions, industrial 
cutbacks and growing stocks. 

Distillates moved down 0.25¢ at 
Chicago on June 1 and a second 
0.25¢ reduction followed on July 9. 
Most sources felt that new level of 
10.5¢ and 9.75¢ for Nos. 1 and 2 
would sink farther before the season 
ends, despite the fact that prices in 
July, 1956—before the crude advance 
—were 0.25¢ higher. Twin Cities also 
went off 0.125¢ on June 18, and is 
expected to decline further once sum- 
mer-fills start. 

As for gasoline, the supposed boom 
season found this product closer to 
bust. Great Lakes Pipe Line prices 
were especially weak, as evidenced at 
Twin Cities. 

In May, before change in GLPL 
octane ratings, Minneapolis marketers 
were quoting 13¢ for 88 oct. and 14.- 
75¢ for 96 oct. products. After the 
switchover to 89 and 98 oct ratings, 
prices advanced to 13.5¢ and 16.25¢. 
But by mid-July, a series of cuts had 
pushed prices back to 12.75¢ and 
15.5¢ for 89 and 98 grades. 

In the west leg of the line, weakness 
carried through to the retail level, as 
majors posted pump prices of 15.9¢ 
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(ex taxes) at Fargo and points north. 
Chicago tank wagon gasoline prices 
advanced 0.2¢ to 0.3¢ in late June 
and pump prices at major and inde- 
pendent brand stations rose a full 1¢ 
following a new service station em- 
ployes labor contract that raised sta- 
tion operating costs an estimated 0.5¢ 
al. 
. Nevertheless, despite strikes at Ohio 
Standard, Socony and Pure; despite 
runs reductions; despite increased re- 
tail demand, wholesale prices still were 
subject to some shading at Chicago in 
mid-July. River supplies were tight, 
however, and outlook was for steady 
firming of quotations with only 50-50 
chance of a price boost in remaining 
summer months. 

Perhaps the most controversy-stir- 
ring move of summer in Chicago was 
0.25¢ tank wagon drop in resids 
coupled with 0.5¢ cut in transport 
price. Local jobbers immediately cried 
“squeeze” because of volume they nor- 
mally move in the larger quantity 
bracket. 

Major marketers denied there was 
any hardship worked on jobbers. The 
move, they said, merely corrected a 
price imbalance on which some job- 
bers had been “cleaning up.” 

Consensus at mid-July was that 
wholesale markets in the Midwest 
would be limping glumly along for 
some time. 

Atlantic Coast—With more than 14 
million bbl. of distillate hanging over 
the market at mid-July compared with 
last year, Eastern marketers were say- 
ing that “the bottom hasn’t been hit 
yet.” These same oil men had predicted 
that the wage hike-pass through to 
product prices would collapse because 
“oil just isn’t like steel.” 

Distillate and gasoline prices, on 
the pass-along of wage increases, were 
hiked 0.2¢ gal., but boost on distillates 
was cut back “and then some” by 
0.4¢ gal. reduction in the East and 
0.2¢ gal. along the Plantation line. 

The boost in gasoline prices didn’t 
mean too much in depressed price 
areas. There were “nominal” increases 
in gasoline prices in some areas. 

The 5¢ bbl. increase levied on heavy 
fuels appeared shaky at mid-month. 
Discount offerings from the Carib- 
bean and Gulf (coupled with cheap 
transportation) made delivered con- 
tract cargo quotations appear inflated. 
General cuts in price levels were’an- 
ticipated. ; 





Market Barometer 


PRODUCTS VS. CRUDE GULF COAST PRODUCTS VS. CRUDE MID-CONTINENT 


oft 





GASOLINE 


TEST COASTAL CRUDE 
30 GRAV. LOW COLD 


9 51 53 55 JFMAMJJASOND 53 55 JFMAMJJASOND 
1957 1957 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED PRODUCTS VS. CRUDE U. S., CALIFORNIA INCLUDED 


FOUR PRODUCTS 


YEAR 49 51 53 55 JFMAMJJASOND YEAR 49 51 53 55 JFMAMJJASOND 
1957 1957 








Average prices for crude oil, ard four principal refined prod- Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel),—7 refinery ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, east of California. markets and 8 crude producing areas, including California. 
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Refinery and Terminal Prices 











Gulf Coast Cargoes July 8 July 1 
100 oct. prem... .15-15.25 15-15.25 
98 oct. prem... . . 13.5-14.375 13.5-14.375 
97 oct. prem... . .13.25-14 13.25-14 
95 oct. prem. .... 12.5-13.25 12.5-13.25 
93 oct. prem..... 11.75-12.625 11.75-12.625 
92 oct. reg...... 11.5-12.625 11.5-12.625 
90 oct. reg...... .11.25-12.25 11.25-12.25 
87 oct. reg... . .. .10.875-11.7. 10.875-11.75 
84 oct. reg...... 10.5-11.25 10.5-11.25 
83 oct. reg...... 10.375-11.25 10.375-11.25 
79 oct. reg... ... .10.125-10.5 10.125-10.5 
70-72 oct. M 

eaded........ 10-10.25 10-10.25 
Albany, N. Y. 
97 oct. prem... . 20.2 20.2 
91 oct. reg... ....15.7-16.7 15.7-16.7 
Baltimore, Md. 
97 oct. prem.... .18 18 
95 oct. prem... . .16.1 x16.1 
91 oct. prem... ..15.1-14.5 14.1-14.5 
90 oct. reg. ..14.6 x14.6 
Boston, Mass. 
97 ovt. prem... . .14.7-18.2 14.7-18.2 
95 oct. prem... . .14.7-18.2 14.7-18.2 
91 oct. prem... . .13.9-16.4 13.9-16.4 
90 oct. prem..... 13.9-16.4 13.9-16.4 
Buffalo, N. Y. 
95 oct. prem... . . 18.9 18.9 
90 oct. reg... .... 16.4 16.4 
Charleston, S. C. 
96 oct. prem... . .15.45-17.65 15.45-17.65 
93 oct. prem... . . 15.5 x15.5 
89 oct. reg...... 13.95-14.6 13.95-14.6 
87 oct. reg....... 4.15 x14.15 
Chicago, II. 
98 oct. prem... . .15.25-17.3 15.25-17.3x 
97 oct. prem... .. 14.75 14.75 
96 oct. prem 14.5-14.75 14.5-14,.75x 
91 oct. reg... 13-13.8 13-13.8x 
89 oct. reg....... 12.75-13 12.75-13 
Corpus Christi, Tex. 
96.oct. prem..... 16.7 16.7 
89 oct. reg.......13.2 13.2 
Detroit, Mich. 
95 oct. prem... . .16 16 
90 oct. reg....... 14 14 






. prem..... 14.75-16.45 14.75-16.45 
89 oct. reg....... 12-12.95 12-12.95 
Jacksonville, Fla. 
96 oct. prem... .. 16.4-17.65x 16.4-17.85 
89 oct. reg.......14.9x 14,9-15.1 
Miami, 
96 oct. prem..... 16.65 16.65 
89 oct. reg... .... 149 14.9 
Mole.-St. Minn. 
98 oct. prem..... 15.5 15.5x 
89 oct. reg....... 12.75 12.75x 
Mobile, Ala. 
96 oct. prem 16.6-17.8 16.6-17.8 
89 oct. reg... 14.8 14.8 
New Haven, Conn. 
97 oct, prem... ..18.9 18.9 
91 oct. reg....... 16.4 16.4 
New Orleans, La 
96 oct. prem... .. 17.9 17.9 
89 oct. reg....... 144 4.4 
Norfolk, V: 
97 oct. prem..... 16.2-18.5 16.2-18.5 
95 oct. prem..... 16.25 x16.25 
91 oct. reg....... 14.7-14.9 14.7-14.9 
90 oct. reg....... 75 «14.75 
Pensacola, Fla. 
96 oct. prem..... 16.45 16.45 
89 oct. reg 14.7 14.7 
Philadel 
97 oct. prem..... 18.3-18.5 18.3-18.5 
91 oct. reg....... 14.7-15 14.7-15 
Pt. Everglades, Fla. 
96 oct. prem..... 16,05-17 16.05-17.85 
89 oct. reg....... 14,3-15.1 14.3-15.1 
Savannah, Ga. 
96 oct. prem... .. 16.05-17.9x 16.05-18.1 
89 oct. reg....... 14,3-14.9x 14.3-15.1 


MOTOR GASOLINE 


June 24 June 17 
15-15.25 15-15.25 ‘ 
13.5-14.375 13.5-14.375 

3.25-14 13.25-14 
12.5-13.25 12.5-13.25 
11.75-12.625 11.75-12.625 
11.5-12.625 11.5-12.625 
11.25-12.25 11.25-12.25 
10.875-11.75 10.875-11.75 
10.5-11.25 10.5-11.25 
10.375-11.25 10.375-11.25 
10.125-10.5 10.125-10.5 
10-10.25 10-10.25 
x20.2 20 
15.7-16.7x 15.7-16.5 
x18 17.8 
15.9 15.9 
14.1-14.5« 14.1-14.3 
14.4 14.4 
14.7-18.2 14.7-18.2 
14.7-18.2 14.7-18.2 
13.9-16.4 13.9-16.4 
13.9-16.4 13.9-16.4 
18.9 18.9 
16.4 16.4 


x15.45-17.65x 15.95-17.45 
15.3 15.3 


13.95-14.4 


13.95-14.6x 

13.95 13.95 
15.25-17 15.25-17 
14.75 14.75 
14.5-15 14.5-15 
13-13.5 13-13.5 
12.75-13 12.75-13 
x16.7 14.5-15.5 
x13.2 12(2) 

16 16 

14 14 





14.75-16.45x 14,25-15.25 


x12-12.95x (2)11.75-13.25 
16.4-17.85x 16.4-17.65 
14.9-15.1x 14.9-15.1x 
16.65 16.65 

14.9 14.9 
15.5-16.25 x15.5-16.25 
12.75-13.5 x12.75-13.5 
16.6-17.8x 16.6-17.6 
x14.8 14.6 

x18.9 18.7 

x16.4 16.2 

x17.9 12.7 

x14.4 14.2 
x16.2-18.5x 16.7-18.3 
16.05 16.05 
14.7-14.9x 14.7 

14.55 14.55 

16.45 16.45 

14.7 14.7 
x18.3-18.5x 18.2-18.3 
14.7-15x 14.7-14.8 
16.05-17.85x 16.05-17.65 
14.3-15.1x 14.3-14.9 
16.05-18.1x 16.05-17.9 
14,3-15.1x 14.3-14.9 





Refinéry and terminal prices herewith are reproduced from Pl. 
Oilgram Price Serv 
tices shown in 


latt’s 
ice, a daily publication associated with NPN. 


refi 


inery and terminal tables are sales prices, or 


quotations, or general offers, or posted prices, reported by refiners, 
by B gras we Pipe line terminal operators, by river terminal operators, 
and tanker terminal operators, for current sales and shipments, 
except as otherwise specified. 


Following types of prices are not for “open spot” transactions and 


therefore are not included in price tables: Prices arrived 


counts Off a Specified 
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at by. dis- 


c price; “‘market-date-of-shipment” prices; prices 
named: in contracts; prices arrived at in accordance with arrangements 
made prior to date of sale. Prices made to brokers, and prices in 
inter-refinery transactions, also are not considered in the tables except 
as noted below. 


Prices shown are for quantities in bulk such as tank car lots, or 








MOTOR GASOLINE 








July 8 July 1 June 24 June 17 
Tampa, Fla. = 
96 m4 prem 15.95-17.55x 15.95-17.75 15.95-17.75x 15.95-17.55 
89 oct. reg 14,2-14.8x 14.2-15 14.2-15x 14.2-14.8 
Wilmington, N. C. page 
96 peng ome : 15.02-17.55 15.02-17.55 15.02-17.55x 15.02-17 35 
93 oct. prem... . 14,85 14.85 xi4. 14.65 : 
89 oct. reg 13.02-14,.25 13.02-14.25 x13.02-14.25x 13.52-13.85 
87 oct. reg 3.5 13.5 «13.5 13.3 
Okla. (Okla. Shpt.) . = 
98 oct. prem. . we 14.5-15.2x x14.5-15.5 14.75-15 x14.75-16 
89 oct. reg 12-12.45x x12-12.75 12.25-12.75xx12,25-13 
60 oct. M & below 11.25-11.5x %11.25-11.875 11.5-11.875x 11.5-12 
Okla. Group 3 (Northern shpt.) ss “3 
98 oct. prem... . .14.5-15.2x x14.5-15.25 14.75-15.25« xi4 75-15.5 
89 oct. reg...... .11.75-12.25x x11.75-12.5 12-12.5x x12-12 15 
60 oct. M & below 11-11.5x x11-11.625 11.25-11.625x 11,25-12 
N. Tex. (Tex. & New Mex. shpt.) : 
97 oct, prem..... 15-16.3 15-16.3 15-16.3 15-16.3 
95 oct. prem... . .15-15.55 15-15.55 15-15.25 15-15.55 
88 oct. reg 13.25-14.25 13.25-14.25 13.25-14.25 13.25-14.25 
86 oct. reg... .... 13.25-14 3.25-14 13.25-14 13.25-14 i 
M4 oct. reg... ....13.25-13.75 13.25-13.75 13.25-13.75 13.25-13.75 
60 oct. M & below . 11.875-13.5 11,875-13.5 11.875-13.5 11,875-13.5 
W. Tex. (Tex. & New Mex. shpt.) 
15.87! 15.875 15.875 16.875 

5 = 4 om 15-15.125 15-15.125 15-15.125 
88 oct. reg “4 ‘4 14 a 
86 oct. reg.. 13.5-13.75 13.5-13.75 13.5-13.75 
84 oct. reg 13.25 13.25 13.25 13.25 . 
60 oct. M & below . 12.5-13.25 12.5-13.25 12.5-13.25 12.5-13.2 
E. Tex. (Truck transport lots) : 
97 oct. prem 15-16 15-16 15-16 15-16 
88 oct. reg...... .18-13.5 13-13.5 13-13.5 13-13.5 

84 oct. reg...... 13-13.75 13-13.75 13-13.75 13-13.75 
84 oct. reg... ....13-13.5 13-13.5 13-13.5 13-13.5 

60 oct. M & below. 12.5-1 12.5-13 12.5-13 12.5-13 
Cent. W. Tex. (Truck transport lots) ” 
97 oct. prem..... 875 15.875 15.875 15.875 
95 oct. prem..... 15.125 te + ge ot 
88 oct. reg....... 4 1 
86 a = eat 13.5 13.5 13.5 13.5 

4 oct. reg....... 13.25 13.25 13.25 13.25 
60 oct. M & below . 13.25 13.25 13.25 13.25 

Ark. (For to Ark. & La.) 
94 a ae, Ld 14.25 14.25 14.25 








Kans. (For Kans. destinations on’ 


) 
“ x14.75-15.25 


98 oct. prem..... 14.75-15.25 15-15.25x x15-15.375% 
&O nny 9g eee 12-125 as eg ae ea acces 
86 oct. AS EARS 1 
60 ory Mé below x11-12 11.25-12 11.25-12 x11.25-12 
Western Penna. Bradford-Warren: o s 
94 oct. prem... ..14.75 4.75 14.75 apc x 
88 oct. reg...... .13.5-14.9 13.5-14.9 13.5-14.9% 13.5-14.7 
Olt City: i - 
prem..... 14.75-15.5 14.75-15.5 14.75-15.5 14.75-15.5 

Ht = ew 13.25-13.75 13.25-13.75 13.25-13.75 13.25-13.75 
Pi ¢ 

4 ot. prem..... 15.4 15.4 15.4 15.4 
8 oct. i. anus 13.65 13.65 13.65 13.65 
Ohio—Quotation of 8.0. Ohio for delivery to Ohio points: 
00 oct. reg....... 15.2 «15.2 15 15 
Central Michi : 
97 oct, oat. 16-16.45 16-16.45x 16-16.2% (6)16 onsite 
90 oct. reg....... 13.75-14.2 13.75-14.2 13.75-14.2x (2)13.75-14(4) 
California Los Angeles District: 
$0 ak prem..... 16.4-16.7 16.4-16,7 16.4-16.7 a 
93 oct. prem..... 15.8 15.8 15.8 Bd 

84 oct. reg....... 13.6 13.6 13.6 13. 
Tank Car: 
96 oct. prem. ... .16.4-16.7 16.4-16.7 16,4-16.7 16.4-16.7 
93 oct. prem..... 8 15.8 15.8 15.8 

84 oct. reg.......13.6 13.6 13.6 13.6 

Tank Truck (400 gals. or more) * 

96 oct. prem... .. 20.6 20.6 x20.6 at 

84 oct. reg....... 17.4 17.4 «17.4 A 

San Francisco District: 

96 oct. prem..... 21.1 21.1 x21.1 ei 

84 oct. reg....... 17.9 17.9 x17.9 f 





truck transport lots or barge lots. Prices applying only to harge lots, 
or cargo lots, or truck transport lots, are so designed. Prices are “ 
cents per gallon, except wax and petrolatums in cents per pene, 
and where dollar sign ($) is shown, in dollars per barrel of 4 
U. S. gallons. Prices do not include taxes or inspection fees. 

Prices are for crude oil and products a, produced and trans- 
ported; reported as received by Oilgram and NaTiONAL PETROLEUM 
News but not guaranteed; lee se bers’ private use only and not for 
resale or distribution or publication. ok mtn sents tne 
x Gulf Coast. cargo cela are by refiners selling or quoting to other 
refineries, export agents or to large tanker terminal operators. 

Gasoline octane ratings are by ASTM Research Method and - 
minimum ratings, except where letter “M” is used to indicate the 
octane rating is by A Motor Method. 

LETTER “X” INDICATES PRICE CHANGE. 
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DISTULLATES & CUELS 


Gulf Coast Cargoes July 8 
41-43 w.w, kero. .9.625-11, 
No. 2 fuel 9.5-10.5 

53-57 d.i. gas oil, “9875-10. 75 
48-52 d.i. gas oil. .9.75-10.625 
43-47 d.i. gas oil. .9.625-10.5 
Bunker C fuel. .. .$2.75-3.15 
Bunker C fuel 

max 1% sulfur .$2.80-3.15 


Albany, N. Y. 
Kerosine/No. 1.. 


July 1 
9.625-11 
9.5-10.5 
9.875-10.75 
9.75-10.625 
9.625-10.5 
$2.75-3.15 


$2.80-3.15 


-X11.9-12.9 


Diesel oil, shore 
x11.9-12.7x 
$4.61-4.63 x$4.61-4.63x 
No. 6 fuel, no sulf. 
$3 x$3.43 


Baltimore, Md. 

Kerosine/ No, 1.. .*11.7-12.6 
x11.45-12.38! 
x11.3-12.1 

. -M11,05-11.85 


11,6-12.6 
11.35-12.35 
11,1-12.1 
10.85-11.85 


11.7-12.5 
x$4.11 
x$4.05x 
x$3.78x 
x$3.72x 


$3.18 x$3.18x 
do barges... .. .$3.15 x$3.15x 
Light Diesel, 
$4.76-5.10 x$4.76-5. 10x 
Heavy Diesel, 
x$4.71x 


71 
Bunker C, bunkers $3. 15 x$3.15 


Baton Rouge, La. 
Kerosine/No. 1.. 11.1 xii. 
No. 2 fuel... .... 10.7 «10.7 
Diesel oil, shore 
plants. . il xl 

No. 5 fuel. ......$3.28 «$3.28 
No. 6 fuel, no ‘sulf. 

«$2.78 


“$2.75 
x$4.41 


Light Diesel, 


Heavy Diesel, 
bunkers. ...... $4.15 
Bunker C, bunkers $2.75 


Boston, Mass. 
Kerosine/No. 1. 
No, 2 fuel. ..... 
Diesel oil, shore 
plants....... 

No. 5 fuel... 

No. 6 fuel, no sulf. 
guar $3. 25 x$3.25 
do barges... .. .$3.17 «$3.17 

Light Diesel, 
bunkers. ......$4.80-5.14 x$4.80-5. 14x 

Bunker C, bunkers $3.17 x$3.17 


Buffalo, N. Y. 
Kerosine(a) 
Diesel fuel(a) . . . 
No, 2 fuel(a).... 


x$4.15 


11.6-12.6x 
$4.10-4.15 


x12.8-13.75x 
x12.85-13.65x 
412.45-13.25x 
il 


No. 6 fuel 


(a) Prices of some sellers to bulk commercial consumers are 0.15c higher than prices shown . 


Charleston, S. C. 
Kerosine/No. 1. 
No. 2 fuel...... 
Diesel oil, shore 
plants 
No. 5 fuel. $3. 
No. 6 fuel, no sulf. 
uar. . $3.12 
io barges... vee $3.09 
4 
) 


11.6-12.4 
11.3-12.1 


11.4-12.2x 
x$3.62 


«$3.12 
x$3.09 
Light Diesel, 

unkers $4.63- 
Bunker C, bunkers $3.06 


Chicago, III, 
Range oi!/No, 1. .10.75-11.65 
No. 2 fuel. . . 10-10.65 
No. 5 fuel, jow 

sulfur... 9.9 9.9 
No. 5 fuel, high 


x$3.09 
10.75-11.65 
10-10.65 
x9.65 9.85-9.95 


8.85-8.05 
8.6-8,7 


sulfur 
No. 6 fuel, low 
sulfur. , 
No. 6 fuel, high 
sulfur... %8.35-8.7 
Cleveland, Ohio 
No. 5 fuel. ..... 10.8" 
No. 6 fuel. . 10.05* 
*—delivered Cleveland. 
Corpus Christi, Tex. 
No, 6 fuel, no sulf, 


x9.6-8.95 


x10.8* 
x10.05* 


2.93 $2.93 
x$2.90-3.15 $2.85-3.15 
No. 6 fuel, max. 

1% sulf, barges $3.15 


Bunker C, bunkers x$2.90-3.15 
Detroit, Mich. 


$3.15 
$2.85-3.15 


12.85 
12.85 
11.85 
9.6-9.75x 


No, 6 fuel....... 8.6-8.75 8.6-8.75x 


97 x$4.63-4.97x 


June 24 
9.625-11 
9.5-10.5 
9.875-10.75 
9.75-10.625 
9.625-10.5 
$2.75-3.15 


June 17 
9.625-11 
9.5-10.5 
9.875-10.75 
9.75-10.625 
9.625-10.5 
$2.75-3.15 


x$2.80-3.15 
11.8-12.8x 
11.3-12.1 


w11.7-12.5 
x$4.56-4.61x 


$3.38-3.43x 


11.6-12.6x 
11.35-12.35x 
11.1-12.1« 
10.85-11.85x 


x11.7-12.5x 
$4.06~4.1 1x 
00 
$3.67 


$3.13 

$3.10 
$4.68-5.02 x$4.68-5.02 
$4.63x x$4.63-4.76 
$3.10 $3.10 


10.9 
10.5 


10.8 
$3.23 


$2.73 
$2.70 


x11.6-12.4 11.9-12.4 
$4. 10-4.15x $4.10 


$3.20-3.25x $3.20 
$3.12-3.17x $3.12 


os 72-5.06 ~ 72-5.06 
$3.12-3.17x $3.12 


12.65-13.55 
x12.65-13.45 
12.25-13.05 
1 


x12.65-13.55 
12.95-13.45 
%12.25-13.05 


1 ll 
10.5 10.5 


x11.6-12.4x 
x11.3-12.1x 


x11.4-12 
$3.57 
$3.07-3.12x 
$3.04-3.09% 


x$4.60-4.89 
$3.04-3.00x 


10,75-11.65 
10-10.65 


10.75-11.65 
10-10.65 
9.9 9.9 
9.85-9.95 9.85-0.95 
8.85-8.95 8,85-8.95 


8.6-8.7 8.6-8.7 


10.65* 10.65* 
9.9° 9.9* 


x$2.93 
2.85-3.15 


$3.15 
$2.85-3.15 
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DISTILLATES & FUELS 


Houston, Tex. 
Kerosine/No. 1.. 
do barges 
No. 2 fuel. ... 
do barges 
Diese] oil, shore 
plants 10.875-10.95 
No. 6 fuel, no sulf. 
quar..........%§$2.83-3.10 
do barges . .¥$2.80-3.10 
No. 6 fuel, max 
1% sulfur... . .$3.08 $3.08 
do barges... . . .$2.90-3.05 $2.90-3.05 
Light Diesel, 
bunkers 
Heavy Diesel 
bunkers x$4.17-4.20x 
Bunker C, bunkers x$2.80-3.10 


July 8 July 1 
11.2-11.5 11,2-11.5 
10.75-11 10.75-11 
10.95-11 10.95-11 
..10.5-10.75 10.5-10.75 


10.875-10.95 


2.78-3.10 
$2.75-3.10 


x$4.41-4.45 $4.33-4.45 


Jacksonville, Fla. 
Kerosine/No. 1. 
No. 2 fuel 
Diese! oil, shore 
plants 
No. 6 fuel, no sulf. 
qguar..........$3.06x 
do barges . .$3.03x 
Light Diesel, 
bunkers. ..... .$5.124x 
Bunker C, bunkers $3.03x 


Miami, Fla. 


Kerosine/No. 1.. .*13 
Diesel oil, shore 
plants.........12.4 
No. 6 fuel, no sulf. 
guar ; $3.03 $3.03 
do barges. .... .$3.00 $3.00 
Light Diesel 
bunkers $5.124 
Bunker C, bunkers $3.00x 


$5.124 
$3.00-3.05 


Mpls-St. Paul, Minn. 
Range oil No, 1. .10.75-12.8 
No. 2 fuel 10.125-12 
No. 5 fuel, high 

sulfur 
No. 6 fuel, high 

sulfur 


10.75-12.8 
10.125-12 


Mobile, Ala. 
Kerosine/No. 1. 
No. 2 fuel 
Light Diesel 
Bunkers. . 


New Haven, Conn. 
Kerosine/No. 1. 
No. 2 fuel. ... 
Diesel oil, shore 

plants..... 11,.5-12.5x 
No. 4 fuel ; $4.17 
No 6 fuel, no sulf. 

quar 3.20 x$3.20 

do barges... .. .$3.17 x$3.17 
Light Diesel 

bunkers $4.78 x$4.78 
Bunker C, bunkers $3.17 «$3.17 


11.5-12.7x 
11.1-12.1 


New Orieans, La. 

Kerosine/No. 1.. .11.1 

No. 2 fuel... .... 10.7 

Diesel oil, shore 
plants. 

No. 5 fuel. ..... 

No. 6 fuel, no sulf. 
quar..........82. 
do barges. . . $2.80 

Light Diesel 
bunkers...... $4.41 


Heavy Diesel 
bunkers. ..... . $4.20 


Bunker C, bunkers $2.80 


New York Harbor 

Kerosine/No. 1... 11.75-12.7 
do barges... .. .11.5-12.45 

No. 2 fuel . ALA-T21 
do barges 10.85-11.85 


Diesel oil, shore 
plants 


w11.75-12.7% 
x11.5-12.45x 
11.4-12.1 
10.85-11.85 


, 1L.7-12.5 
No. 4 fuel. . .... .$4.03-4.48 
do barges $4.00-38 
No. 5 fuel... .. . . .$3.68 

do barges... .. .$3.65 
No. 6 fuel, no sulf. 
$3.13-3.18 
.$3.10-3.15 


w11.7-12.5 
$4.03-4.48x 
$4.00-4.38x 
x$3.68 
x$3.65 


$3.13-3.18 
do barges... .. $3.10-3.15 
No. 6 fuel, max. 
1% sulf....... .$3.28-3.33 
do barges . .$3.25-3.30 
Light Diesel, 
bunkers. .... 


Heavy Diesel, 


$3.28-3.33 
$3.25-3.30 


94.76-5.10 x$4.76-5.10x 


x$4.71 


Bunkers C, bunkers $3.10-3.15 $3.10-3.15 


June 24 
wiL2-115 
10.75-11 
x10.95-11 
10.5-10.75 
x10.875-10.95x 


$2.78-3.10x 
$2.75-3.10 


$3.08 
$2.90-3.05 


$4.33-4.45 


$4.12-4.17x 
$2.75-3.10 


$3.06-3.11x 
$3.03-3.08x 


$5.124-5.174x 
$3.03-3.08x 


13.2 
12.4 


$3. 
$3 
$5.1 
$3. 


24 
00-3.05x 


10.75-12.8 
10. 125-12 


9.4 


8.7 


12.4-12.6x 
11.5-11.7x 


$4.578-4.704 


$3.15(3) 
$3.12(2) 


x$4.70 
$3.12 


10.9-11.1x 
10.5-10.7x 


10.8x 
$3.28 


$2.78 
$2.75 


$4.33-4.45 


$4.12 


$2.75 


11,6-12.6x 
11.35-12.35x 
11.1-12.1x 
10.85-11.85x 


11.5-12.5x 


$4.03-4.41x 
$4.00-4.31x 
$3.63 
$3.60 


$3.13-3.18x 
$3.10-3.15x 


$3.28-3.33x 
$3.25-3.30x 


$4.68-5.02 


$4.63x 
$3.10-3.15x 


June 17 


11-11.5 
10.75-11 
10.75-11 
10.5-10.75 


10.75 


$2.78-3.05 
$2.75-3.10 


$3.08 
$2.90-3.05 


x$4.33-4.45 


x$4.12-4.24 
$2.75-3.10 


x10.75-12.8 
x10.125-12 
9.4 


87 


12.4 
11.5 
x$4.578-4.704 


x11.6-12.5 
x1L.1-11.9 


x11.5-12.3 
$4.17 


$3.15 
$3.12 


$5.0 
$3.1: 


x10.9-11.3 
x10.5-10.75 


x10.-11.1 
$3.28 


$2.78 
$2.75 


x$4.33-4.45 


$4.12 
$2.75 


x11.6-12.5 
x1 1.35-12.25 
xIL.1-11.9 
x10.85-11.65 


x11.5-12.3 
$4.03-4.51 
$4.00-4.41 
$3.63 
$3.60 


$3.13 
$3.10 


$3.28 
$3.25 


x$4.68-5.02 


x$4.63-4.76 
$3.10 





Retinery and Terminal Prices 





Kerosine/No. 1... 11.8-12.6 


No. 2 
— oil, shore 


No. — no sulf. 
$3.19 


Bunker C, bunkers re 08-3, 13 


Pensacola, Fl 

Kerosine/No. 1 1.. .12.4-12.6 

No. 2 fuel. ..... .11.5-11.7 

Diesel oi! shore 
plants.........11.5 


Philadelphia, Pa. 


Kerosine/No. 1.. .11,75-12.7 


piants......... 
No. 4 fuel. . 
i 5 fuel. . 


Bunker C. bunkers x3. 15 


Pt. Everglades, Fila. 
Kerosine/No. 1., .13.2-13.4 


“a _ shore 


Bunker t C, bunkers $3.00 


Portiand, Me. 
Kerosine/No. 1...x11.9-12.9 
No. 2 f x11.5-12.3 


lo barges 
Bunker Cc, a0 the $3. 17 


Providence, R. |. 
eee. 1 1... .x11.8-12.8 
No, 2 fuel. . .....x11.4-12.2 


July 1 
11.8-12.6 
x11.1-12.1 


11.5-12.5 


x$3.19 
x$3.13 


x$4.76-5.10x 
x$4.71 
$3.08-3.13 


12.4-12.6x 
11.5-11.7x 


11.5 
%11.75-12.7x 
%11,55-12.35x 


x11,3-12.1x 
*11.05-11.85x 


12.2-12.4 
12,2-12.4 


$3.03 
$3.00-3.05 


$5.124 
$3.00 
11.8-12.9x 
11.3-12.3x 
11.7-12.7x 
x$3.25 


x$3.17 
x$3.17 


11.7-12.8x 
11.2-12.2 


11.8-12.6x 


DISTELLATES & FUELS 
Norfolk, Va. July 8 


June 24 


x11.8-12.6x 
x11,3-12.1x 


x11.5-12.5x 


$3.14-3.19x 
$3.08-3.13x 


$4.68-5.02 
$4.63x 
$3.08 3.13x 
12.4 

11.5 

11.5 


11.5-12.5 
11.35-12.15x 
11.1-11.9 
10.85-11.65 
11.5-12.3 
$4.13 
$3.83-3.88x 


$3.13-3.18x 
$3.10-3.15x 


$3.28-3.33x 
$3.25-3.30x 


$4.68-5.02 


$4.63x 
$3.10-3.15x 


13.2-12.4x 
12.2-12.4x 


12,2-12.4x 
$3.03 
$3.00-3.05x 
$5.124 
$3.00 
11.8-12.7 
11,3-12.5x 
x11,7-12.5 
$3.20 


$3.12 
$3.12 


11,7-12.7x 
11.2-12.2x 


x11,6-12.4 
$4.10-4.15x 


$3.18-3.23x 
$3.11-3.16x 


x$3. =_* 79 
3 11-3.16x 


13,2-13.4x 
x12.2-12.4x 


12.2-12.4x 
$3.62 
$3.07-3.12x 
$3.04-3.00x 


$5.124-5.174x 
$3.40-3.00x 


June 17 


x12.4-12.5 
11.4-11.9 


11.8-12.3 


$3.14 
$3.08 


x$4.68-5.02 
x$4.63-4.76 
$3.08 

12.4 

11.5 

11.5 


x11.6-12.5 
¥11,35-12.25 
x11.1-11.9 
x10.85-11.65 
x11.5-12.3 
$4.13 

$3.83 

$3.13 

$3.10 


$3.28 
$3.25 


x$4.68-5.02 
-~ 63-4.76 


x11,7-12.6 
x11.2-12 


11, : 4 


$4.10 
$3.18 
$3.1 
$3.33-3 
$3. 
$3. 


13 
12 


2 

2 
2 
62 
70 
40 
124 
404 


ah 


Sk 28 Bs 





DISTULLATES & FUELS 


Tampa, Fla. July 8 July 1 
Kerosine/No, 1. 13.1-13.3 
12.1-12.3 


12.1-12.3 


$2.92-2.97 
$2.89-2.94 


$5.082-5.162x 


nkers $5.082 
Bunker C. bunkers $2. 80x $2.89-2.94 


Toledo, Ohio 


12.” 
«12,25 
12.45-13.35% 


No, 6 fuel. . 


Wilmington, N. C. 
Kerosine/No. 1. 
No. 2 fuel. ..... 
Diesel oil, shore 
plants.........11 


Ligh 


Okla. (Okla. shpt.) 
42-44 w.w, pee. .10.25-11.125 
58 & aby. d 

Diesel......... : 7-11.625 


10.25-11.125 


9.7-11.625 
9.875-10.875 
9.25-10.25 


No. 6 fuel.......$3 $2.25-2.60x 


Okla. Group 3 (Northern Shpt.) 
42-44 w.w. kero. . 10.125-10,875 
58 & abv. d.i. 

Diesel...... .. .9.75-11.125 
No. 1 fuel. ..... .9.75-10.875 


No, 2 fuel. ..... .9.125-10.25 
No. 6 fuel. . .. .. .$2.15-2.45 


N. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w. kero. .9.9-11.25 
59 & abv. d.i. 

Diesel. . . 9.9-11,375 
No. 6 fuel. ..... .$2.40-2.60 


W. Tex. (Tex. & New Mex. shpt.) 
42-44 w.w. kero. .11-11.5 


10.125-10.875 


9.75-11.125 
9.75-10.875 
9.125-10.25 
x$2.15-2.45 


9.9-11.25 


9.9-11.375 
$2.40-2.60 


11-11.5 


10.75 
10.5-11 
10-10.25 
(2)$2.60 


E. Tex. (Truck transport lots) 


42-44 w.w. kero. .10-10.75 10-10.75 


9.5-10.5 
9.75-10.25 
$2.25-2.75 


Cent. W. Tex. (Truck transport lots) 
42-44 w.w. kero. .11 ll 
Diese! 10.75 
No. 6 faci $2.60 
Kans, (For Kans. destinations only) 


42-44 w.w. ae . 10.375-10.625 10.375-10.625 


9.875 


10.125 

‘ ere” 9.875-10.25 
No. 2 fuel....... ae 9.25-9.625 
No. 5 fuel. . 


$2.70 
No. 6 fuel. ...... $2.25-2.65 


June 24 


13.1-13.3x 
12,1-12.3x 


12.1-12.3x 


$2.02-2.97x 
$2.89-2.94x 


$5.082-5.132x 
$2.89-2.94x 


12.7 

12.15 
12.45-13.15 
11.45-12.15 
9.85-10.35 
8.25-9.6 


11.4-12.4x 
11,1-12.1% 


x11.4-12 
$3.99 
x$4.60-4.89 


10.25-11.125 
x9.7-11.625 
9.875-10.875 


9.25-10.25 
x$2.25-2.70 


10.125-10.875 
9.75-11.125 


9.9-11.25 
9.9-11.375 
x$2.40-2.60 
11-115 
10.75 
10.5-11 


10-10.25 
(2)$2.60 


10-10.75 
9.5-10.5 
9.75-10.25 
$2.25-2.75 
il 


10.75 
$2.60 


10.375-10.625x 
9.875 

10.125x 
9.875-10.25 
9.25-9.625 


$2.70 
$2.25-2.65 


June 17 


13.1 
12.1 


12.1 
$2.92-3.01 
$2.89-2.99 


$5.082 
$2.89-2.99 


12.7 

12.15 
12.45-13.15 
11.45-12.15 


9.85-10.35 
8.85-9.6 


xit4- 


12, 
xI1t-1L. 


3 
9 
12 

$3.99 
$4.89 


x10,25-11.125 
9.875-11.625 
9.875-10.875 


9.25-10.25 
$2.35-2.70 


«10. 125-10.875 
9.75-11,125 
9.75-10.875 


9.125-10.25 
$2.25-2.60 


9.9-11.25 
9.9-11.375 
$2.50-2.60 


1111.5 
10.75 


10-10.75 
9.5-10.5 


9.75-10.25 
$2.25-2.75 


10.374-10.75 
9.875 
10.125-10.75 
9.875-10.25 


9. 
$2.70 
$2.25-2.65x © 








REPUBLIC OIL 


DIVISION 











REFINING COMPANY 


PLYMOUTH OMPAN 





EXECUTIVE OFFICES: 
Benedum-Trees Bidg., 


PITTSBURGH, PA. 
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July 8 
Ark. (For shpt. to Frk. & La.) 


2. 
36-40 gravity fuel (2)11.25 
Oil City: 


Kerosine 3.25 
50 cetane Diesel. . if bias 
No. 1 fuel 12.5 

No. 2 fuel 11.75-12.25 


sou gravity fuel 12 


Central Michigan 
46-49 w.w. kero. .14.6-15.0 
oi 14.3- 


DISTILLATES & FUELS 


July 1 


11.5 
115 


10.625 


(2)12.75-13(2) 
(2)12.5 

2.5 
12-12.2 
(2)11.25 
13-13.25 
11.5-12.5 
12.5 
11.75-12.25(2) 


(2)12.9-13.9 
12.3-12.55 
(2)12.65-13.45 
” 12,3-12.75 


x14.6-15.0x 


+ 1-13.8x 


160 7 
8.6-8.7 


June 24 
11.5 
115 
10.625 


(2)12.75-13(2) — 12.75-13 
(2)12.5 12.5 
12, 12.5 
12-12.2 12 
(2)11.25 11.25 
13-13.25 13-13.25 
11.5-12.5 11.5-12.5 
12.5 12.5 
11.75-12.25 11.75-12.25 
(2)12.9-13.9 (2)12.9-13.9 
12.3-12.55 


12.3-12.55 . 
ae (2)12.65-13.45 
ie 12.3-12.75 anata 

1 1 


14.4-14.8 14.4-14.8 
a 14.1 


14, 14.6 
13.1-13.6 13.1-13.6 
11 ll 
9.6-9.7 9.6-9.7 
8.6-8.7 8.6-8.7 


Ohio Quotations of 8. 0. Ohio for delivery to Ohio points. 


i 


ai xe 


iEE 


x13.8 
x13.6 
x12.6 


13.6 
13.4 
12.4 


10.5-12 
10-11.25 
$3.40-3.65 
$2.85-3.05 
15 
10.5-14.7 
10-13.2 
$3.40-3.65 
$2.35-3.05 
18.5 

15.2 

13.7 


15.5(2) 
15.2 





DISTULLATES & FUELS 
July 8 July 1 June 24 June 17 


14.2 «14.2 13.7 
$3.50-3.68 $3.50-3.60x $3.50-3.63 
400 $3.05-3.33 $3.05-3.33 $3.05-3.33x $3.05-3.28 
Tank Truck (400 = or more) 
40-43 w.w. kero. . 12.3 x12.3 19 
16 x16 


Diesel fuel— 


cific Coast 
Ships’ bunkers, or deep tank lots. 


oes Pedro, Calif 

jiesel—PS 200.. .$5.38 i x35.38 
Benker Cc— PS. 400 $2.85-2.95 ! . x$2.85-2.95 
San Francisco, -<-. 


Diesel—-PS 200. . : x$5.59 
Bunker con 400 ir 90-3.00 2.90-3. x$2.90-3.00 


Bs 
& 


&S 
ES 


Seattie, W: 
Dieeel-PS 20 200... $5.84 . $5.84 
Bunker C—PS 400 $3.25-3.35 25-3. x$3.25-3.35 


Portland, Ore. 
Diesel—PS 200... $5.84 . x$5.84 
Bunker C—PS 400 $3.25-3.35 25-3. x$3.25-3.35 


Be Be ER 8s 
& 


= 
& 


Mexico 
Ships’ bunkers; U. 8. dollars per bbl. of 159 liters, 


Be 
be 


we 
BE 


3 
es 


g 


si 


$5.73 
$3.90 


b td 


$3.40 
$2.85 


% 
& 


$2.85 $2.85 
At most Atlantic Coast points prices of some sellers for distillate fuels to bulk commercial 
consumers are 0.15c higher than prices shown. 


NATURAL GASOLINE 


Seinen oe eaten ae Sesteht tnctnchorns shipments may originate in any Mid~Con- 
tinent manufacturing distri 
FOB Group 3 July 8 July 1 June 24 June 17 
Grade 26-70 4¢ 4¢ 
(Quotations) i (Quotations) 





3.5¢ 
(Quotation) (Quotations) 
LP-GAS 
Producer's contract prices, tank cars. 


Propane: July 8 
New York ag gtr 8 











HARTOL 


PETROLEUM CORPORATION 


INDEPENDENT 








New York 





Marketer of Petroleum Products 
NEW ENGLAND PETROLEUM CORPORATION 


MARKETERS 


Boston 
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Refinery and Terminal Prices 





LUBRICATING OILS LUBRICATING OILS 
Western Penna. July 8 July 1 June 24 June 17 Cylinder Stocks July 8 July 1 June 24. June17 
Viscous Neutrals—No. 3 ool. Vis at 70 F. 600 s.r., 
200 vis (180 at 100") 420-425 flash. olive green.... 19.5 10.5 19.5 19.5 
0 27 g ; Gulf # Genst-—Getvent Refined Oils from Mid-Continent grade crude; FOB ship at Guli 
9 ; lor export. 
25 Bright Stock, vis. at 210- 
150-160 vis. 
25 0-10 p.t., 95 v.i. 26.5 26.5 26.5 26.5 
. Neutral Oils—Vis. at 100+; 96 vi; 010 
00 vis. 23.5 22.5 22.5 22.5 
23 23 


24 24 24 
29 20 q 25-25. 25-25.5 25-25.5 
27 27 27 South Texas 
Vis. at 100- F., FOB S. Tex. refineries for domestic and/or export shipment. 
Cylinder Stocks \ 
600 s.r. filterable  20.5-21.5 20.5-21.5 20.5-21.5 20.5-21.5 Pale Oils: 
21.5-22.5 21.5-22.5 21.5-22.5 . 
23-24(2) 23-24 23-24 244 col. t 15.5 15.5 15.5 
24-25(2) 24-25 24-25 is, No, 2-3.. W7 7 "7 


17.5 7. 17.5 
FOB Tulsa basis, for domestic shipment only, bright stock, via. at 210° neutrals, vis. at 
100° 0-10 p.p. 3% col 18 18 


Bright Stock— Conventional col... 1 \ 18.25 
200 vis. D, 
10-25 p.p...... 25.5 25.5 25.5 25.5 col, ‘ 7 18.75 
150-160 vis. D i 
0-10 p.p.. .23. 23.5 23.5 23.5 col, 19. i 28 19.25 
23 23 23 


vis. D, 
0-10 p.p....... 22.5 22.5 22.5 22.5 


Bright Stock—Solvent 
150-160 vis., 
0-10 p.p., 95 v.i. 25.5-26.5 25.5-26.5 25.5-26.5 25.5-26.5 


Neutral Oils—Conventional—Pale Oils 
60-85 vis. 


15.75 15.57 15.75 
16 16 col. ‘ 18.25 


150 vis. No. 3 col. 18.25 18.25 18.25 i i 2 
189 vis No. 3 ool 18.5 IRS 18.5 . . 18.75 18.75 
vis. No. 18.75 18,7 18.7 . od 
ove ketctss =| has as ieee tena a A Rom 
vis. No. 19.25 19. 19. . 
300 vis. No. 3 col.19.5 19.5 19.5 . AVIATION GASOLINE 
Neutral Ose—-Selvente—96 vA. Gulf Coast Cargoes = July 8 July 14 June 24 
21-22 21-22 21-22 Grade 115/145. , .19.25 19.25 
21.25-22.25 21,25-22.25 Grade 110/130. . .17.75 
21.75-22.75 21.75-22.75 21.75-22.7 21.75-22.7 Grade 91/96 16.25 16.25 








IF YOU USE THESE 
HANNAY: PRODUCTS... 


the world’s most 
REELS... complete, illustrated 
Quality catalog of 


ELECTRIC 
in Every LANTERNS 


Detail — 











The superb workmanship, outstanding 
features and rugged construction of HANNAY 
Hose Reels are your assurance of more 


efficient, economical petroleum handling. 


Greatest Name 
in Hose Reels 


© 1957 ©.0.H.a8., Ine. 


CLIFFORD B. HANNAY & SON, INC., 
Westerlo, N. Y. l CATALOG NUMBER 569D-8 


pe JUSTRITE Mfg. Co. 
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AVIATION GASOLINE NAPHTHAS & SOLVENTS 


(MIL-F-5572) July 1 June 24 June 17 
Jul¥ 8 July 1 June 24 Baltimore, Md. 
Mineral spirits. . .17.5-17.7 17.5-17.7% 
x20.3 


x18.8 : 7.6 Boston, Mass. 

x18.3 ‘ ‘ V. M. & P. 

naphtha... . .19.5-19.7 
520.4 Mineral spirits. . .18.5-18.7 


9 

x18.9 ' $ New York Harbor 

x18.4 \ 3. V. M. & P. 

naphtha.....19-19.2 19-19.2x 

20.2 9 Mineral spirits. . .18-18.2 18-18.2x 

¥18.7 . . Philadelphia, Pa. 

x18.2 V. M. & P. 

naphtha... . .18.5-18.7 18.5-18.7x 

Houston, Tex. 7 Senay | reer: 

Grade 100/130... x19.2 Mineral spirits. . .17.5-17.7 17.5-17.7% 
s «17.7 ; Providence, R, |. 

Grete 80. » x17.2 7 Mineral spirits. . .18.5-18.7 


ae : FOB Group 3 
Grade 160/130... 19. ey 78 Stoddard solvent . 13.375 13.375 13. 
. 172 ; 17 oesees naphtha. 13.875 13.875 13. 
3. 
2. 


18.5-18.7x 


V. M. & P. 

“naphtha... . 33. 13.875 1 
x20.5-20.3x 85-20. 19.85-20.1 Mineral spirits. . 7 12.875 1 
x18.55-18.8x 35-18. 18.35-18.6 Rubber solvent... 13.875 13.875 13 
_*18.05-18.3x 85-1! 17.85-18.1 Larquer diluent. .14.125-14.375  14.125-14.375 —-14.125-14.375 14.125-14,375 
Bensol diluent. . .15.125-15.625  15.125-15.625 —-15.125-15.625 15.125- 18,825 


375 
875 
875 
875 
875 


x20.3 20. 20.1 
x18.8 18.6 Western Penna. 
x18.3 18.1 18.1 Oil City: 

Stoddard solvent . 18 


30... .19.85-20.05 x19.85-20.05x 19.85(2) } ) Pittsburgh: 
%18.35-18.55x 18.35(2) 35 (2) Stoddard solvent . 18 
18.35-18.55 x18.35-18.55x 18.35 


PARAFFIN WAX 
July 8 July 1 June 24 JET FUEL 
Western Penna. (t.c. in bulk) (MIL-F-5624) 
124-6 AMP white 
erude scale... .6.25 6.25 6.25 . July 8 July 1 June 24 June 17 
—— Seaboard out Coast nee P 


i JP-4 ) 
elting points are AMP. 2 higher than EMP. Prices for carload lots, Domestic priee — 
ros manne se ; fully refined, slaha loose. Export prices FAS; scale io 
bags or bbis.; Fa maherhon in S hase ar eet 


New York Domestic PETROLATUMS 

124-30 white crude Western Penna. July 8 July 1 June 24 June 17 

s s Bbis.; carloads; tank cars, 2.25¢ less. 

05 Snow white. .... 8.625 8.625 8.625 8.625 

05 Soft white 8.25 8.25 8.25 

0. Lily white. ...... 8. 125 8.125 8.125 8.125 

CR vicisinns ics 7.625-7.7. 7.625-7.75 7.625-7.75 7.625-7.75 

Soft yellow... ... 6.75-6.875 6.75-6.875 6.75-6.875 6.75-6.575 

Light amber... .. 6.75-6.875 6.75-4.875 6.75-6.875 6.75-6.875 
6-5-6.625 6.5-6.625 6.5-6.625 6.5-6.625 
6.375 6.375 6.375 6.375 











po--- 7+ - = -- = -------- 


ORDER YOUR | Complete Line of MAMBHOELESG 
1956 


(33rd edition) 


OIL PRICE 
HANDBOOK 


Containing all vital price information 


Three types fill most needs. In sizes 6” I.D. x 6” deep, 8” LL.D. x 7%” 
deep and 10” I.D. x 7%” deep, manholes are of ri -reinforced cast 
iron. No. 60 is steel skirted. No. 61 is non-locking. No. 62 is locking 
ype, all-cast-iron. All have non-skid diamond tread on lid with space 

or ste identification to your specifications at no extra charge. 


*08 
e"e"e 


MULTI-PURPOSE MANHOLE 
(non-locking type) 


we etetctetetatete® 


Preferred territories open for st 
Manutacturers Representatives NO. 61 ALL-CAST MANHOLE NO. 62 ALL-CAST MANHOLE 


se (non-locking type) . (locking type) 
GF>— UNIVERSAL VALVE COMPANY — 
om P.O. Box 444-N Elizabeth, N. J. 


1 Send complete information 2) Send cateleg on other products 


for 1956... As always a limited 
edition ... $20 per copy... Send 
check or we can bill you later .. . 


* 





Mr. R. H. Loyer 
Platt’s Oilgram Price Service 


330 W. 42nd St., New York 36, N.Y. 








CITY. 

















r 
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Tank Wagon prices 


Prices for gasoline do not include taxes; they do however, = age 
inspection fees, amounts of which may be obtained by writi 

NPN. Gasoline taxes, shown in separate column include 3¢ fe ma 
and state taxes; also city and county taxes as indicated in footnotes. 
Kerosine tank wagon prices also do not include taxes; kerosine taxes 





Socony Mobil 
Mohiians Gesefine 


Dir. 


T.W. T.C. Yard 


f 


T.C. 
New York City 
Manhattan ... 


SMA aAAIYIAIAAIAIASINN 
> BNNYENYONN=: NN 
* @CNOUwOOUrFO: -N- 


fin er 
PLA RRAIAIANAWANAININAANN¢ 


seat 
LF. FB 
AHO” 
—t mt et SO 


nce, R.I. . 16.1 
Burlington, Vt. @18.1 
Rutland ... M185 19.0 

*Com. cons. t.c. prices 0.15¢ higher. 

Taxes: NYC prices are ex 3% city sales tax, areca prices ex 2% cit 

Discounts: Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. 
—all points, t.w. less 0.5¢ for ——e of 800 gal or more. 

Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. 
Effective dates: +June 18, tiJune 21, tJune 24, gJune 27, @June 28, 


nnsooooooooooSooooooSeoooooSoS 


20 90 ~200 00 90 00S DS 1010 9010 


© 13.45 
@13.5 


Mobil Kerosine 


Discounts if any, are shown 
15, 1957, as posted by 
headquarters’ offices, but 


where levied are indicated in footnotes. 
in footnotes. These prices in effect July 
principal marketing companies at their 
subject to later correction. 


*Mobitheat 
2 Fuel) 
Sad TW 


*Mobilfuel 


T.W. 


#16.2 
816.4 
@16.2 
@16.2 
@16.2 
+16.25 
+16.85 
816.2 
+16.65 


815.6 
@15.7 
@15.6 
815.6 
@15.4 
@15.4 


a ereepeeees. Severe tpemeperes coy gests 
t  UAANLDR. BWR DDR AID AY 


les tax. i 
nen, t.w. less 0.5¢ for deliveries of 300 gal or more. Mobilfuel Diesel 


rices are delivered, all o t.c. prices FOB bulk terminals. 
une 29, #July 3, Ajul y 8 





indiana _ Bp prices listed below were obtained oe 
Standard M correspondents who visited Standard of 
one oo aes where the company’s prices are aaphely 


Red aon vee 
Dir. Cons. Gasoline Kerosine 1-99 ice eal 
T.W. T.W. Taxes gal & over 


al7.6 a19.6 8.0 
c17.6* ¢19.7 
bi7.5 re 


Chicago, Ill. 

South Bend, Ind. .. 
Detroit, Mich. 
Mpls.-St. Paul, Minn. 
Des Moines, Iowa . 
St. Louis, Mo. 
Wichita, Kansas ... 
Omaha, 

Fargo, N. dD. 
Huron, S. ae 19.7 
Milwaukee, AWis. ... €18.0 ¢19.3 


(a) See below for prices on larger quantities. 
Standard 


100-999 400 ual 1-749 750 gal 200 Sse ost 
Rover gal Rover gal & over 
15.1 146 i122 d11.45 410.9 410.15 


Standard Fi 
100-349 
gal 


16.1 
17.3 
b17.4 
17.0 


(a) 
16.3 
b16.4 


0 
0 
0 
0 
0 
0 
0 
0 
0 
0 


9: 
9 
8. 
9: 
7 
8. 
9. 
9: 
9: 
9 


Chicago 


Mpls.-St. Paul 
Mitwaukes 


Taxes: St. Louis ae tax includes l¢ city tax. 
kerosine & furnace ices do not include 7¢ state tax. PState sales, 
occupation, ent use taxes to be ad re a ble. 

BE aye naib ed Crown c.t.w. Pf at some points subject to 
rying pnb for quantity deliveries. 

*Temporary price. 
5 ay pg dates: aJune 24, bJune 26, cJune 27, dJuly 2, eJuly 5, 
uly 





ex all taxes, 


Standard of Prices are tank truck Posting, ar unebes ote spply: 


ing for deliveries of 400 ga 
California a other deliveries. 


San Francisco, Calif. 
a Angel 


BRENPNNNNYe 
SHR kR SRN ewe 
Wan WR WWON Wow 


Salt Lake City, anaes 
Honolulu, H. 
Fairbanks, Alaska 


waEflective June 18. 


9090 01010100 :0:0 1001010 


SeuUsouUUUssooooo 
ees 
2 + AAP ANIAANIAAD SD 
* RMOVPCNWNOAWOU 


ty —e ere 
SSSaSaSaa Soon: 
ROO ANU Awe OO 


Nw 
o= 


*Standard No. 2 Burner Oil. 
Taxes: Honolulu—Diesel/furnace oil price is ex 1¢ territorial tax; 
all T.T. prices are ex Hawaiian gross income tax of 1% to resellers, 
2.5% to consumers. 
Notes: poenthind other deliveries— 


r)—Add to 400-gal-and-over mie 1¢ for 40-199 
pl, O3e t a for ie gal, — > ae where 
40- gal; for less -deg 40 add S¢ 

nl, except at Honolulu 


applies to 
less than 100 t ee hp, Be conten 
n ts) ae 
prices are 3.2¢ hi i r than Chevron (reguler) quantity de 
livered at points ai ‘i except Salt Lake City—3.0¢. 


Kerosine—Add to price 11¢ for less than 20 
$4, for oak ga 3¢ for a oe | eo rng a trailer, oF owt 
¢. Diesel, furnace & stove oils—Add 


Ye A yee r price 5¢ 
ae ye than 40 i 1¢ for 40-199 gal, 0.5¢ for 200-399 gal. 














E RATE ON A CARD. 


USE OUR FAST, EASY-TO-READ 


PETROLEUM CALCULATOR CARDS 
CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 


EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS, in 1000 STEPS. 


EGREE DAY SYSTEMS 39-30Nn seth st. WOODSIDE 





as wo toga 
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Esso 
Standard 


a 
if 


Atlantic City, N. J. 
Newark 
Baltimore, Md. 


— ee 


=—e ee ee 
20 \© G0 ~21 90 0 G0 G0 I AH 


” aia min oeh Reena UbNOUUAbbinee RAW.O 


Roanoke ....... 
Charleston, W. Va. 
Fairmont 
Parkersburg 
Wheeling 

Charlotte, N. = 


SOL LSC CoC eCccwoocwoowonrs 
Seoooesooooooosooocose 


i) 
oS 


oem 
} alt a os 
Pe 
oo 
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Charleston, Ss. C. 

—— ad Fates 
rtanburg 

New Orleans, La. 

Baton Rouge .... 

Alexandria 

Lake Charles 

Shrev 

New Iberia 

or Tenn. 


> at ta a tah fh te eth fe ph hh Hh fh php fe th ps eh 
4 AD PAanan 


MN AANANAAIAAISARIIIANISISIIISIIGRAR 


WHARWUNIEHRWWROSODR ODEN OUdDUUASANADOM ES 


Nashville 
Little Rock, Ark. . 17. 3 
Price applies for kerosine on 


; No. 4 Fuel No. 6 Foel 

Newark, N. J. ! +4 $4.603 $3.733 
Baltimore, Md. .. . 4.84 3.78 
Washington, D. C. 1,050 gal minimum ... 5.03 3.88 

Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City are for deliveries of 
300 gal or more; add 1¢ for. 100-299 gal, 2¢ for less than 100 gal. 
Premium-grade t.w. prices 2.5¢ above regular. 

Effective dates: xJune 26, yJuly 10. 





Atlantic 
Refining 
Philadelphia, Pa. . 


Harrisburg 
bmp sae 
illiamsport .... 
Pittsburgh. 33 
Altoona 
Erie 
Greensburg ; 
Wilmington, Del. 
Hartford, Conn. . 
New Haven 
Boston, Mass. 
Springfield 
Providence, R. I. 
Camden, N. J. . 
Newark 
Albany, N. Y. 
Binghamton 
Buffalo 
Elmira 
Rochester . 
Syracuse 
Watertown 
Baltimore, Md. 
Richmond, Va. . 
Charlotte, N. C. 
Jacksonville, Fla. 16.9 
Miami al6.9 16.9 
Pennsylvania* 
Zone 1* Zone 2* Zone 3* Taxes 
Suggested retail 19.9 20.4 20.9 8.0 Phila. 
+June 12; xJune 15. 
Dealer cost: 
23% below 
suggested retail 
Consumer t.w. 15.8 16.2 16.6 8.0 
Notes: Premium-grade t.w. Ee 3.5¢ above regular. Kerosine— 
Penna., add 1¢ gal for t.w. deliveries under 100 gal at one time. 
Camden—Add 1¢ for deliveries of 100-299 gal, 2¢ for under 100 gal. 
*Zone 1: Phila., Del., Chester, Bucks & Montg. counties. Zone 2: 
Adams, Berks, Carbon, Columbia, ag Dauphin, Franklin, 
Juniata, Lacka., Lancas., Leban., Lehi Luz., Lyc., Monroe, Mon- 
tour, North., Northum., Perry., ‘Schuy kill, Snyder, Sullivan, Union, 
Wyoming, York. Zone 3: Ali other counties. 
ane dates: aJune 14, bJune 15, cJune 28, dJune 29, eJuly 2 
fJuly 3, gJuly 6, hJuly 11. 


ee 


=. 
AM SW DARAAA 
a heal n are UOn~wNN 


SSSSSSSSSSoSoSoSoSinunssbo 
ae 


SOS LS SANINIAN AAAI 2Bwewowo 


Heavy Fuels 
No.5 No.6 
10.63 9.08 








closes for advertising 
the first of each month 
for the next month's issue. 


REPRESENTATIVES 
at McGraw-Hill Publishing Company offices 


801 Rhodes-Haverty Bidg., Walnut 5778 
BOSTON 16 

James 8. Dunn, 350 Park Square Bidg., 
Hubbard 2-7160 

rh oe 520 North Michigan Ave 
fon 5, ae : 
CLEVELAND 15 

Walter G. 7 1510 Hanna Bidg.. 
Superior 1- 


DALLAS 2 

€. E. Schirmer 

1020 ong Tower Bidg., Prospect 5064 
a” R 2 

ah Patten, 1740 Broadway, Alpine 5-2981 


caenert 26 
Walter G. Soren 856 Penobscot Bidg.. 
Woodward 2-1793 


HOUSTON 25 
E. E. Schirmer 
724 Prudential Bidg., Locust 1281 


gd ANGELES 17 
adian 6338 West Sixth St.. 


NEW ow Yeon 3 
Dunn, $00 Fifth Ave. 


4 ang pg 3 
Charles J. Jefferis, ey 's BI 
> fe & Sansom Sts, B 
SAN FRANCISCO oe 
William C. Weelston, 68 Post St., Douglas 2-4600 
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James B Dunn | ATLANTA, GA 


l’s Largest Mai 


Highest Quality Private Brand 


STORAGE 


BATTERIES 


a 


PRICE BATTERY CORPORATION | 


HAMBURG, PA. 
- WAPAKONETA, 0. - WALTHAM, MASS 


ces 





Tank Wagon Prices 





Ohio Standard 


Cincinnati 
Cleveland . 
Columbus .. 
Dayton 
Lima .. 
Mansfield 
Marion .... 
Portsmouth 
Toledo 
Youngstown 
Zanesville 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal 


Resellers 


16.8 


17.5 
17.5 
17.5 
17.5 
17.5 
17.5 
17.5 
17.5 


Sohio X-Tane Gasoline 


(Regular Grade) 


onsumer 

T.W. 
20.5 
21.0 
21.0 
21.0 
21.0 
21.0 
21.0 
21.0 
21.0 
21.0 
21.0 
21.0 
21.0 


No. 1 
Sohio- 
Heat 


16.3 
16.3 
16.3 
16.3 


Gasoline Kerosine 
Taxes T.W. 
8.0 16.3 
8.0 16.3 
8.0 16.3 
8.0 16.3 

8.0 16.3 16.3 
8.0 16.3 16.3 
8.0 16.3 16.3 
8.0 16.3 16.3 
8.0 16.3 16.3 
8.0 16.3 16.3 
8.0 16.3 16.3 
8.0 16.3 16.3 
8.0 16.3 16.3 
add 1¢; 


1-49 gal, add 2¢ Premium-grade prices: consumer t.w. & s.s. 4¢ above regular, resellers 3. 5¢ 


above regular. 
xEffective June 26. 


prices are at company-operated stations. 





imperial Oil (Prices are per imperial gal., to arrive at price per U. S. gal., subtract 1/6th.) 


St. John’s, Nfid. .. 
Halifax, N. S. 

St. John, N. B. . 
Charlottetown, P.E.I. 


END. 5. . iva eh 5d ns'n tks 6% 


Toronto, Ont. 


SN NGS 55s 5 Adie xn os hed oes 


Winnipeg, Man. 
Brandon, Man. .... 
Regina, Sask. 


Saskatoon, Sask. ........... 


Calgary, Alta. 
Edmonton, Alta. 
Vancouver, B. C. 


(Esso Gasoline Regular) 
Dealer 


T.W. 
24.2 
23.2 
23.2 
24.9 
23.6 
23.3 
23.3 

23.1 

25.7 

22.4 
25.3 

21.8 

21.1 

23.1 


Taxes: Gasoline taxes are provincial taxes. 


Notes: 


Esso 
Furnace Oil 
No. 2 fuel 

T.W. 


x19.2 
x18.2 
x18.2 
x19.8 
x18.8 
x18.3 
x18.3 
18.4 
20.6 
17.1 
17.4 
16.4 
15.7 


asoline Kerosine 

Taxes T.W. 
17.0 
17.0 


x26.2 
x25.2 
15.0 x27.2 
16.0 x27.7 
13.0 x26.1 
13.0 x25.8 
x25.8 
28.5 
28.5 


Premium-grade gasoline t.w. prices 3¢ above regular. 


xEffective July 8 








a 
Oust Cap 


Save time in 
deliveries—and save 
wear on equipment 
~—by using Ever-Tite 
Couplings. 

Ever-Tite engineering 
assures performance 
you can count on— 
and Ever-Tite 
durability reduces 
maintenance to a 
minimum. There is an 
Ever-Tite for every 
need. Ask your 


distributor now. 
EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. ¥. 


EVER-TITE 
Adapter and 
Coupler 


EVER-TITE 
Shank Hose 


Dust Plug Coupling 





Humble 

Gasoline Gaso- Kerosine 
ag line Tank Re- 
T.W. Retail Taxes Wagon tail 


16.3* 20.8 8.0 143 18.5 


16.3* 20.8 8.0 143 18.5 
16.2 21.7 8.0 14.3 18.5 
San An- 


tonio 16.5* 20.8 8.0 143 18.5 
Notes: T.W. prices are to all classes of 
dealers & consumers, Esso Extra t.w. prices 
2.5¢ above regular; Golden Esso Extra 2.5¢ 
above Esso Extra to contract dealers only. 
*Sales to contract dealers 15.6¢. 


Humble 
Oil 


Dallas, 
Tex. 

Fort 
Worth 

Houston 


Crown : 
Kentucky Gave Geso- 
Standard T.W.* Taxes T.W. 


Atlanta, Ga. . 18.1 9.5 16.8 
Birmingham, Ala. 17.9 . 17.1 
Jackson, Miss. 18.0 16.6 
Jacksonville, Fla. 17.6 17.0 
Louisville, Ky. 17.7 . 16.7 
*Present Crown Gasoline price to dealers 
by tank wagon: 
Atlanta, Ga. . . 
Birmingham, Ala. 
Jackson, Miss. 
Jacksonville, Fla. 
Louisville, Ky. i 

Taxes: Gasoline taxes include these city 
& county taxes: Mobile, 2¢ city; Birming- 
ham, 1¢ county; Montgomery, 1¢ city & I¢ 
county; Pensacola, 1¢ city. Kerosine taxes 
not included in prices: Georgia, 1¢; Mont- 
gomery, 1¢; Mississippi, 0.5¢. 


Fire-Chief Gasoline 
(Regular Grade) 
Dealer Gasoline 

T.W. Taxes 


Dallas, Tex .. 16.5 8.0 
Ft. Worth 16.5 
Wichita Falls . 16.7 
Amarillo . a B67 
Tyler .. 16.7 
El Paso . *18.6 
San Angelo .. 16.7 
Wao: 62.665 608" 
Austin 16.6 
Houston 16.4 
San Antonio 16.7 14.5 
Port Arthur 16.4 8.0 14.5 
Notes: T.W. prices are for min, 50-gal. de- 
liveries; they apply to dealers & consumers 
Premium-grade t.w. Prices 3.5¢ above regu- 
lar, except El Paso, 2.7¢ higher. 

xEffective July 2. *Further 0.1¢ increase 
effective July 6 


Continental Oil 
(N. B. Prices are Continental's tank wagon 
prices. Current selling prices may vary from 
those shown because of local conditions) 
Conoco Gasoline 
T.W. Gasoline Kerosine 
(Regular) Taxes T.W. 


Denver, Colo. 17.8 9.0 17.9 
Grand Junction 20.4 
Pueblo... 18.5 
Casper, Wyo. 18.6 
Cheyenne 18.6 
Billings, Mont 19.7 
Butte 20.8 
Great Falls 19.7 
Helena 20.6 
Salt Lake, U. 19.7 
Twin Falls, Ida. 21.3 
Albuquer.,N.M. 19.1 
Roswell ae 6 
Sante Fe 19.2 
Muskogee, Okla. 17.9 
Oklahoma City 17.5 
Tulsa 17.4 15.5 

Taxes: Gasoline taxes include these city 
taxes; Albuquerque .& a 0.5¢; Santa 
Fe, Cheyenne & C a 1¢. 

Discounts: Salt Lake & Twin Falls gaso- 
line prices 5 apply for deliveries of less than 
200 gal; 99 gal, deduct 0.5¢; 400 gal 
& over, deduct 1¢. 

Notes: T.W. prices are to consumers & 
dealers. Premium-grade t.w. prices 3.5¢ 
above regular, except Utah & Idaho premi- 

-grade 3.0¢. 

xEffective June 24. 


Kero- 
sine 


16.6 


Texas Co. Kerosine 


Dealer 
T.W. 


14.5 
14,5 
14.5 
14.5 
14.5 
14.55 
14.5 
14.5 
14.5 
14.5 
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Crude Oil Prices 


Domestic—Prices -in effect July 15, 1957, 
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Prices are shown by states and by general 


areas in most states. 


GRAVITY SCHEDULES 


ALABAMA—-Citronelle 
10¢ above Schedule D: Gulf. 


ARKANSAS 
Bear Creek, Stephens & Other Fields: 
Schedule D: Esso, Arkansas Fuel, Sohio. 
Cairo & Other Fields: 
Schedule A: Esso. 
Magnolia & Other Fields: 
10¢ above Schedule D: Esso, Arkansas Fuel, 


oO. 
Haynesville & Other Fuels: 
10¢ above Schedule A: Esso. 


COLORADO 


ngley : 

Schedule A: Phillips. 
_ Adams, Logan, Morgan, Washington, & Weld 
Counties : 


Schedule E: Stanolind, Pure, Sinclair. 


KANSAS 


Schedule A: Stanolind for all counties ex- 
cept Ellis, Graham, Osborne, Rooks, Russell, 
and Trego. Phillips for Green County. 

Schedule C: Stanolind for Ellis, Graham, 
Osborne, Rooks, Russell, and Trego Counties. 
Phillips for all fields except Greenwood County. 
Pure, Sinclair, Texaco for all fields. Continental 
for Barton, Cowley, Ellsworth, Harvey, Mc- 
Pherson, Reno, Rice, Rooks, Russell, Sedgwick, 
oan, Semner Counties. Cities Service for all 
e 


LOUISIANA—Central 

Catahoula Lake & Other Fields: 
— : Esso, Sohio. 

Hemphill & Other Fields : 
Schedule G: Esso, Sohio. 

Olla & Other Fields: 
Sch Arkansas Fuel, 


chedule H: Esso, Sohio. 


LOUISIANA—Coastal 


Edgerly & Other Fields: 
ule G: Gulf. 
Bayou Blue below 28+: 
10¢ above Schedule O (24-29 gravity): 


LOUISIANA—East 
Bee Brake: 
Schedule I: Esso 
Farview, Delhi 
Schedule F: Ph Sun, " 
pe hy S & Other Fields: 
Esso. 


Sun. 


& Other Fields: 
io 


LOUISIANA—North 
Ashland: 
hedule A: Esso. 
Lisbon & Sugar Creek: 
D: Esso. 
Athens, Caddo & Other Fields: 





10¢ above Schedule A: Esso, Sohio 


LOUISIAN A—South 

Lake Washngton: 
Schedule F: Esso. 

Anse La Butte & Other Fields: 
Schedule H: Esso, Texaco. 


MISSISSIPPI 

Carthage Point & Other Fields: 
Schedule F: Esso, Pure. 

Fayette & Other Fields: 
— G: Esso, Sohio. 


‘Schedule 1: Esso 
Eucutta & Other Fields: 


50¢ below Schedule E (18-30 gravity): Gulf. 


MONTANA 
Elk Basin (Frontier) : 
Schedule E: Stanolind. 
Elk Basin (Embar-Tensleep & Madison): 
Schedule K: Stanolind & Carter (schedule 
extends down to 15 gravity). 
Sour Crude: 
Schedule K: Continental. 
Sweet Crude: 
Schedule E: Continental. 
Cut Bank: 
Phillips, 


Schedule A: Texaco. 
dera : 
Schedule M: Phillips. 


Carter, 


Pon 


NEBRASKA—Denver-Julesberg Basin 
Schedule E: Stanolind. 


NEW MEXICO—Intermediate Crude 
Schedule E: Gulf, Phillips, Stanolind, Tex- 
aco, Shell, Magnolia (schedule ends with 
below 15 gravity), Continental. 


NEW MEXICO—Sour Crude 


Schedule Q: Gulf, Phillips, Stanolind, Texaco, 
Sinclair, Magnolia, Continental. 


NORTH DAKOTA 
Schedule A: Stanolind, Pure. 


OKLAHOMA—Sweet Crude 
Schedule A: Phillips, Stanolind, 
Texaco, Continental, ell, Pure, 
Service, Sinclair, Magnolia. 
OKLAHOMA—Sour Crude 
Schedule B: Stanolind, Carter, Texaco, Shell, 
Pure, Cities Service, Sinclair (schedule ex- 
tends down to 15 gravity), Magnolia. 


Carter, 
Cities 


TEXAS—East Texas Field 


$3.25 Flat Price: Cities Service, Humble, 
Phillips, Texaco, Sinclair, Gulf, "Stanolind, 
Sohio, Magnolia, Shell, Sun. 


TEXAS Fast Central 
Schedule N: Humble, Pure. 
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TEXAS—Gulf Coast 

Goose Creek & Other Fields: 
Schedule 0: Stanolind. 
10¢ above Schedule 0 
Humble, Sun, Gulf. 


(24-30 gravity): 


Anahuac & Giawe Fields : 
Schedule J: Humble, Sun. 


TEXAS—North, North Central 

Schedule A: Stanolind, Texaco, Continental. 
Pure, Sinclair, Magnolia (schedule ends with 
below 29 gravity). 
TEXAS—Northeast (Asphalt Crudes) 
Taleo & Other Fields: 


Schedule P: Texaco, Humble (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 


Carson, Gray, Hutchinson, & ee Couette: 
Schedule Q: Humble, Tex Magno! 
(schedule ends with below 29 pon a Phillips. 

Quinduno 
Schedule A: Phillips. 


TEX AS—Southwest 
Kelsey & Other Fields: 
Schedule J: Humble, Sun. 
Mirando & Other Crudes: 
30¢ above Schedule J (24-29 gravity): 
Humble, Sun, Texaco. 
25¢ above Schedule J (24-29 gravity): 
nolia. 
10¢ above Schedule H: Sinclair. 
Refugio Light & Other Crudes: 
10¢ above Schedule H: —— 
Refugio Heavy & Other 
15¢ above Schedule J 
Humble. 


TEXAS—West Central 

Schedule E: Humble, Stanolind, Texaco, 
Shell, Pure, Cities Service, Magnolia (schedule 
ends with below 25 gravity). 


TEXAS—West Texas Sweet 


A: Gulf, Phillips, Stanolind, Tex- 
re, Cities Service, Magnolia 
below 25 gravity). 
chedule E. Gulf, Sinclair. 


bg ty Fy Texas Intermediate 
Schedule E: Gulf, Phillips, Stanolind. 


TEXAS—West Texas Sour 
Schedule Q: Gulf, Phillips, Stanolin 
ble, Weeese, Pure, Cities Service, 
Shell, Magnolia. 


WYOMING 
Meadow Creek & Other Fields: 
Schedule E. Seniend, Pure. 
Schedule K: Continen 
Winkleman Dome & Other Fields: 
Schedule K: Stanolind, —_ Sinclair, Stano- 
lind O & G ( tends down to 15 
gravity), Continental. 
L: Continental. 
Converse, Johnson, Niobrara & Park Counties: 
Schedule E: Cont 


Salt Creek Field (Tensleep Crude) : 
Schedule A: Stanolind O & G. 


Mag- 


Cru 
(20-26 eaalie)s 


4d, Hum- 
Sinclair 





Crude Oil Prices 





FLAT PRICES 


ARKANSAS 
Smackover (Ark. Fuel) 


ILLINOIS 

Ill. Basin (Carter, Texaco, Ohio Oil, 
Shell, Magnolia, Pure, land, 
Gulf, Sohio) 

fl. (Sohio) 

Dudley field (Sohio) 

Plymouth (Ohio Oil) 


INDIANA 
Ind. (Sohio) 


KENTUCKY 

Butler Co. area (Owensboro- 
Ashland) 

Owensboro area (Ashland) 

Ragland Grade (Ashiand) 

Somerset Grade (Ashland) 

Western Ky., all fields & 
Sohio) 


LOUISIANA 

Bivens (Atlantic) 

Neale (Atlantic) 

Sweet Lake Cee 
Urania (Ark. Fuel) 
Ville Platte (Continental) 


MICHIGAN 


Only lowest and highest postings of each 


company are shown below. 
Bay Pipe Line 
= eet tanev, West Branch 





MICHIGAN 
Leonard ~ Line: 
Clare . 
Fork Fs - ‘fields 
Pure: 
Adams & Deep River 
Coldwater 
Simrall : 
Grant ; 
ne Sun Denslow 
hio: 


So 
Coldwater 


MISSISSIPPI 
ag sn ak 
ondensate 
onde (Gulf) 


MISSOURI 
St. Charles (Sohio) 


MONTANA 
Darling (Carter) 


OHIO 

Cleveland & other fields (Sohio) 
Corning (Ashland) 

Corning (Seep) 

Lima (Sohio) 


PENNSYLVANIA—Penn. Grade 


Allegany, N. Y. —— 
Bradford, Pa. ) 
Eureka, W. va! ( 
Middle Penna. (Seep) 
Southwest Penna. (Seep) 
Zanesville, Ohio The Jand) 








NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
16.37 13.45 
Month ago .... 16.84 13.37 
Year ago : 12.86 


Dealer index is an average of dealer 
tank wagon prices ex tax in 50 cities. 

Tank car index is late meng average of 
following wholesale mar for regular- 

grade gasoline, FOB refineries or ter- 
a oe Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsyl- 
vania, ornia, Philadelphia, Jackson- 
ville, Boston, and Gulf Coast. 











TEXAS 
Chapel Hill: 

Condensate poe 

Crude (Sinclai 

Clay Creek (Sun) 
Conroe (Humble, Sun, assis 
Darst Creek (Hum 49 
Tomball (Humble, Magnolia) 
bs Humble) 

an 


WYOMING 
Big Sand Draw Condensate 
(Sinclair) 





CALIFORNIA 


S. O. California prices. All gravities above those quoted take highest price offered jor field specified. 
Huntington ew 


Buena Elk Wheeler 
Gravity Vista* Hillst Beach Inglewood Torrance Ridge Wilmington 


gone 
BSF 


; SeeeereonororororororornoNose. 
2 ROSS SRoSRR ESA: - 


a 
: SRESSheeeesessesssezanre: : 


; $292 90.90 60.60.90 9060.90 co c0 co non0 ROO NO ROO 
>: SSSSSSSRSSSRSSSSBINE 

; Segoeecoen cece cece cococe conononono none 8S: - 

>: SSRERSSASSSRSRSSRKSU: : 

>: SSSR SRLSRSELSGS: : 

: 1 Segegeeogn coco coco coconoronononone lS; 

> ERSSRSSSSERSSSELAE: : 


SRSRSRRMBT EEE hisiii: gg 


: £2 00 0 60 62 0 60 00 60 60 60 60 60.09 co NO RO ROO ReRO ONDE: : 
~ $2 00 00 20.00.40 00 c0.00.co.eo eo coro nono ro none ts. ae 
>: SISHESSRPSRSRSLRSSAE: : : : 


eococococoereocoeocococococonh: ss sss rs rs: 
Baescathaecheers: 2 2:iffiii: 
socesococoeosoeoee. 2s: : 


[a 


2.64 
2.68 
2.73 
2.77 
2.81 
2.85 
2.89 
2.98 
2.97 
8.01 
8.04 
3.08 
8.11 
3.14 
3.18 
3.21 
3.25 
8.29 
3.33 
3.37 
3.41 
3.45 
3.49 
3.53 
3.56 
3.60 
3.64 
3.68 


*Prices are same for Elk Hills (Shallow) pay Midway 
Stevens Zone. 
#Long Beach. 





— Crude Prices 


ina Pe a 
BY-¥eX-Valose] ol(-M lt] 9) 0) h4 . adian dollars per of 35 imp. gal. 


Uniform High Quality 
Naphthas & Solvents 


KERR - Mc GEE 


OIL INDUSTRIES, Inc 
New Norway D-2 
oad Norway D-3 
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Foreign—Prices in effect July 15, 1957, but subject to later corrections; in $ per bbi. of 42 U. S. gal., except as noted. 


VENEZUELA 


Prices per bbl. for cargo-lot quantities, FOB vessels at ports shown; effective at time vessel 
tenders for loading; subject to change without notice, and to availability and other terms stated 
below; 2¢ per bbl. differential per degree of gravity applies for graviuies below and above those 
shown, except as noted. Prices for crude oil sold at points other than those indicated —- 
to variation from prices shown below to reflect any change in transportation and terminalling 
requirements. Key to companies posting: 1—Colon Development, 2—Compania Shell de Vene- 
zuela, 3—Creole Petrolum, 4—International Petroleum, 5—Mene Grande, 6—Richmond Explo- 
ration, 7—Sinclair Oil & Refining, 8—Socony Mobil Co. de Venezuela, 9—Texas Petroleum. 
Crude 


Ana 
Bac! Las Piedras/Amuay 
Bac! Las Piedras 

Bac! Las Pi 


Bachaquero Heavy 
Bolivar Dist. Heavy 
Bolivar Dist. Heavy 





. Cabimas (Jetty)t 
Cardon J 
Cabimas® 20.0-20.4 
Las Piedras 20.0-20.4 
i 20.0-20.4 


Cruces/Manueles 
Cumarebo 

Guanipa ........... are 
Guanipa 








San Joaqui 
Joaqui 
Joaqui 
San Joaqui 
Santa Barbara- 

= Blend 
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MIDDLE EAST 


Prices are per bbi. of 42 U.S. gals., exclusive 
of local port or other guvernmental charges, 
sales taxes, etc., if any; FOB loading port in- 
dicated, for gravities shown ; 2¢ per bbi. differ- 
ential per degree of gravity applies for below 
and above those shown. 


Persian Gulf 


Crude Gravity Price 
Arabian (ex Rastanura) 

Esso Export, M. E. Crude 

Sales, Mobil Overseas, 

California Transport, 

Texaco Trading 34-34.9 $2.08 
Arabian, Safaniya (ex Iastanura) 

Esso Export, M. E. Crude 
Sales, Mob.1 Overseas, 
Texaco Trading, Cali- 
fornia Trans 27-27.9 1.79 

Basrah, lraq (ex 

BP Trading, CFP 36-36.9 2.00 

Esso Export, Mobil Over 
seas, Shell Pet ........ 35-35.9 1.98 

Iranian (ex Bandar Mashur) 

Iran Atlantic, Tidewater- 

_ Am. Independent, 


Branch), Sohio-Iran, San 
Jacinto, Nat'l Iranian, 
Pac. Western-Iran 34-34.9 2.04 
Iranian Light (ex Abadan) 
Iran Atlantic, Tidewater- 
Shell 
Pet., BP Trading, The 
Texas Co. (Iran), Han- 
cock Int'l, Signal Int'l, 
Esso Export, Richfield 
Iran, Iran if., Gulf 
Int'l, CFP (Iranian 
Branch), Sohio-Iran, San 
Jacinto, Pac. Western-Iran 34-34.9 1.99 
Iranian Heavy (ex Abadan) 
Atlantic, Tidewater- 


cinto 
Kuwait (ex Mina-al-Ahmadi) 
BP Trading, Guif Kuwait, 
rseas 


Mobil Overseas 
Qatar (ex Umm Said) 
Shell Pet., Mobil Overseas, 
Esso Export 
BP Trading, CFP 


Eastern Mediterranean 


Crude 
Arabian . Sidon, Lebanon) 
rt ey 
Overseas 34-34.9 2.65 
Iraq (ex Tripoli, Lebanon/Banias, Syria) 
h - 2.» 3636.9 2.69 
Mobi 35-35.9 2.67 


Price is in U.S. dollars per bbl. 
.. FOB ery f Sarawak, as posted 
td., ex local port or oth 
es chores, for ge beng oh gestae 
range sta’ cargo 
Serta Light, 37-38 API 





Statistics 


Gasoline Consumption by States, March 1957 


Tax Ratet ———-———---—-——— Month of -——%3 Months Ending bg 
March Feb. 1957 March 1957 March 1956 March 1 

y Gallons 

76 , 895 ,000 





Alabama. . . 
Arizona. . . 
Arkansas. . 
California. . 
Colorado . 
Connecticut . 
Delaware... 
District of Columt ia 
Florida..... . 
Georgia... 
Idaho.... 
Illinois. . . 
Indiana. . 
lowa..... 
Kansas...... 
Kentucky 
Louisiana 


wee 


43, "432.000 
49 ,819 ,000 
12; 116,000 
15,131,000 
142,689 ,000 
89 ,565 ,000 
13,849 ,000 
195 ,501, 000 


wr 


x 


DS Da DNS NE OU Fe 0 DDT AF DR DD HIS AIA HIM VTITARAAAMIARIAMAAAHAW-3 


65.618 000 

19,559 ,000 

59,005 000 

93 ,061 ,000 101, "392, "000 
184,078,000 204 , 795 ,000 
71,826,000 82,179,000 
36 698, 000 53 ,287 ,000 
111,758 ,000 133 ,576 ,000 
15,422,000 19 ,228 ,000 
34,681,000 we 813 ,000 

8,735 ,000 9,244,000 
11,527,000 (r)13, 399,000 
128 ,902 ,000 

30,121,000 
258 ,770 ,000 

95 ,362 ,000 


Maryland... 
Massachusetts 
Michigan... 
Minnesota... . 
Mississippi. . 


; 
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Montana... . 


Omwwortes 
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New Hampshire 
New Jersey... 
New Mexico. . 
New York.... 
North Carolina 
North Dakota 


Oklahoma... . 
Oregon. . ‘ 
Pennsylvania 
Rhode Island. 
South Carolina 
South Dakota 


S225 
z 


we oo 8 
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EN 
= 
<< 
oa 
4 
ae 
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BaESE 
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49, 787. 000 
19,868,000 
74,946 ,000 
337 ,419 ,000 
21,707 ,000 
7,705,000 
87,773,000 
60,142,000 
33 , 223,000 
76,588 ,000 
8,745 ,000 


Total 48 States and D. of C. 8,986,981 ,000 558 483, 545, 12,952,175,000 12,551, 490,000 
Daily Average pes fet 142 ,392 ,000 i ; 3 5 143 ,913 ,000 137 |928 000 

Change from previous year: 

Total change . ; Rana ; ‘ +13 ,230 ,000 +400 ,685 ,000 

Percentage change in Daily Average. .. +0.29% ; 


ou 
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an 
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Vermont... 
Virginia. . 
Washington 
West Virginia 
Wisconsin. . . 
Wyoming... 
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+These are State tax rates per gallon. In addition there is the Federal Tax of Three cents (3¢) per gallon. 
*Increased 2¢ March 15, 1957. 
(r) Revised. 





4 . ahi Louisville, Ky. d-15.40 i-17.10 
Gasoline Prices for 55 U.S. Cities —_—_Lgusville: Ky. $1840 4-17.10 
Cincinnati, Ohio . i-17.50 i-22.30 

Dealer tank ‘wagon and retail prices for regular-grade (house- Indianapolis, Ind. d-16.70 d-21.90 
brand) gasoline, and taxes, in 55 representative U.,S. cities on July Chicago, Ill. ...... i-17.60 i-24.00 
1, 1957 as compiled by National Petroleum News are. shown below. Detroit, Mich i-17.50 i-24.50 
Figures are in ¢ per: pl (i) and (d) indicate increase or decrease 7 5 Y 


Milwaukee, Wisc. ... i-18.00 i-24.10 
as compared with May 1, 1957. Tax column indicates only motor ; rot . 
fuel taxes levied as. such. Twin Cities, Minn. .... 15.30 20.40 


Fargo, N.D. d-11.90 d-15.90 
met, SS ol, Se twos spo tre ante 
(extax) (extax) federal (incl.tax) © Omaha, Neb. - eee a Woes 
Average U.S. 4-16.65 -22.19  i- 8.86 —i-31.05 -ta i 11730 22.80 
Portland, Me. 14.10 17.90 27.90 Wi sr 1 tee dt Ie £16.10 3190 
Manchester, N.H. 16.10 20.90 ; 28.90 ae vy GS ged 
Burlington, Vt. 18.10 24.40 r 32.90 ulsa, Otia. oo tae 
Boston, Mass. i-13.40 1-17.40 i- 8.50 — -25.90 Little Rock, Ark. ... rica 4atle 
Providence, R.I. -14.50 1-18.90 . i-25.90 + mar le giana am tise geen 
Hartford, Conn. d-12.90 d-16.90 : d-25.90 NG SSC rire : = ape 
Buffalo, N.Y. .. i-17.60 — i-24.70 i-31.70 Houston, Tex. ........ = 
New York, N.Y. i-17.00 d-24.60 ; 4-31.60 El Paso, Tex. .. pal 18.30 a 
Newark, N.J. “| $16.10 4-21.90 i-28,90 Albuquerque, N.M. ... oe eae e 
Philadelphia, Pa. ... d-13.80 4-17.90 = d-25.90 a ae cae: Sa 
Wilmington, Del. . i-16.80 19.90 . 27.90 Gren fas Yaa $1970. 4-26.70 
Baltimore, Md. ... 16.90 23.20 =. 32.20 rout Tals, Mont. re — 
Washington D.C 17.40 22.90 . 31.90 Boise, Idaho . 1-20.20 ee 
Charleston WwW ‘Va : i-17.50 24.90 5 33.90 Salt Lake City, Utah .. i-18.70 af heed 
Norfolk, Va. ......... €090 41490 00° 4-23.90 Reno, Nev. i alee Oo kaa 
Charlotte, N.C. d- 7.10 4-11.90 10.00 4-21.90 Phoenix, Ariz. .. 2 Sa RR 
Charleston, S.C. i-16.60 1-23.60 10.00 —d-33.60 hee Angee, Call tee 2 ape 
Adanta, Ga. .......... #1810 42230 9.50 4-31.80 one Seale Sore). cee ahaa 
Jacksonville, Fla. ..... -17.10. 'i-2200 = 10.00 _—i-32.10 eet SS eg AS 
Birmingham, Ala i-16.10 21.90 11.00% 32.90 Scckets Wak ee eke 
Jackson, Miss. i-17.10 ~  i-23.20 10.00 — i-33.20 pee a anieege i ’ 
Memphis, Tenn. .... 17.30 22.90 10.00 32.90 * Includes 1¢ city tax. ** Includes 0.5¢ city tax. 


190 NATIONAL PETROLEUM NEWS « August, 1957 





DU PON 
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Three major projects insure 
still better TEL delivery, service 





NEW ASSISTANT TO 
THE TECHNICAL MANAGER 





ANTON O. MELBY is assistant to the 
Technical Manager of the Du Pont Pe- 
troleum Chemicals Division. His duties 
involve the coordination of both tech- 
nical service and new product de- 
velopment. 

He came to this post from the 
DuPont Petroleum Laboratory where 
he was in charge of the gasoline addi- 
tives division. Among the projects of 
this group was the development of 
Dimethyl Formamide (DMF) as a gas- 
oline anti-icing agent. Prior to this he 
was supervisor of the Petroleum Lab- 
oratory group working on combustion 
and scavenging. 

In connection with his work at the 
Laboratory, Mr. Melby published a 
number of technical papers on com- 
bustion reactions and the effect of ad- 
ditives. Among them are papers titled: 
“An Investigation of Pre-ignition in En- 
gines,” “The Effects of Fuel Additives 
on the Precombustion Reactions of 
n-Heptane.” 

Following three years of service in 
the Army during World War II, Mr. 
Melby earned a B.S. degree in chemi- 
cal engineering at the University of 
Wisconsin. He then continued his 
studies, at the University of Michigan, 
receiving an M.S. degree there in 
1949. He joined the DuPont Petrole- 
um Laboratory staff in 1950. 

He is a member of the Society of 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (Inc.) 





Du Pont adds important facilities 
in first half of ’57 


The new TEL storage and delivery terminal at Beaumont, Texas, is 


the latest addition to the rapidly growing list of Du Pont facilities for 


serving the company’s TEL customers. 


Earlier this year the TEL tank-ship, MV Petrochem, which was 


commissioned two months ago, became another major addition to 


DuPont's tetraethyl lead distribution setup. The Petroleum Chemi- 


cals Division’s new TEL manufacturing plant has been completed at 


Antioch, California. It is the only TEL plant located in the important 


West Coast refining area. 


THE RECENTLY COMPLETED Du Pont TEL terminal at Beaumont, Texas. It contains complete 
modern facilities for the storage and handling of TEL, and rapid dispatch of loaded tank cars. 


The new Beaumont terminal, which 
represents an important delivery con- 
venience for Gulf Coast refiners, will 
be supplied from the DuPont TEL 
plant at the Chambers Works, Deep- 
water, N. J., by the tank-ship. 

The terminal has ample storage ca- 
pacity to meet the expanding TEL re- 
quirements of the Gulf Coast refin- 
eries. It contains complete TEL han- 
dling facilities. A rail siding on the 








Automotive Engineers and the Petro- 
leum Division of the American Chemi- 
cal Society. 





property means that a number of TEL 
tank cars can be pre-loaded there and 
be ready for immediate dispatch to 
any refinery in the area. A dock and 
special unloading equipment for the 
new tank-ship are also important seg- 
ments of the operation. 

This means that the new Beaumont 
terminal is equipped to provide refin- 
ers with the same TEL availability and 
fast delivery service as DuPont’s man- 
ufacturing plants. 

Unique ship 
The MV Petrochem is a two-cargo ves- 
sel. Designed primarily to move bulk 


OVER 





DUPON 





Major Projects 


shipments of TEL south, she is 
equipped also for transporting ethyl 
chloride and ethylene dichloride on 
the northbound sailing. 


THIS 6,000-TON SHIP, MV Petrochem, is the 
first overwater chemical carrier to transport TEL 
compound in bulk. 


New West Coast Plant 


DuPont’s new TEL manufacturing 
plant at Antioch, California, was con- 
structed to meet the needs of the fast- 
growing West Coast oil industry. The 
new plant makes possible fast, short- 
distance shipments of California-made 
TEL to all West Coast refineries. 


THIS NEW Du Pont TEL plant in California in- 
corporates the most modern, continuous proc- 
ess TEL manufacturing facilities in the world. 


These three major expansions will 
increase even more the efficiency of 
the nationwide network of DuPont 
TEL facilities — which, as previously, 
includes also conveniently located rail 
sidings with loaded tank cars in 14 
major refining areas across the coun- 
try, plus the five Petroleum Chemicals 
Division regional laboratories and the 
twelve sales and service offices. 

The many technical, marketing, re- 
search, safety, and operational serv- 
ices offered by DuPont . . . the most 
complete line of petroleum additives 
offered by any supplier . . . the new 
facilities—these together assure you of 
getting the most out of your additives 


program. 








New facts about knock uncovered by spectro- 
metric study at Du Pont Petroleum Laboratory 


A versatile spectrometer geared to a 
single-cylinder engine is being used at 
the DuPont Petroleum Laboratory to 
study the reactions responsible for the 
cool, blue, and intense blue flames 
which are obtained in an engine com- 
bustion chamber as it is motored un- 
der increasingly severe operating con- 
ditions. 


HERE IS the unique spectrometer used by the 
DuPont Petroleum Laboratory for studying 
the chemistry of knock and the fundamentals 
of combustion. The operator is shown adjusting 
the amplifier for recording. Part of the single- 
cylinder engine can be seen in the center of 
the picture. 





As a result of these studies, spectral 
evidence has been found by the Lab- 
oratory indicating that these reactions 
progressively involve more extensive 
degradation and oxidation of the fuel. 
Hydrocarbon decomposition and for- 
mation of carbonyl compounds are in- 
volved in reactions emitting cool 
flames. And further oxidation of car- 
bonyl compounds is especially impor- 
tant in reactions giving blue flames. 


Free radical reactions 


The free radical reactions occurring 
under intense blue flame conditions 
easily lead to auto-ignition and knock. 
But tetraethyl lead apparently inter- 
feres with this series of reactions by 
slowing down carbonyl decomposition 
reactions under blue flame conditions, 
possibly by deactivating free radical 
intermediates. 

A detailed account of this study was 
recently published. When writing for 
a copy, refer to the title, “Spectromet- 
ric Investigations of n-Heptane Pre- 
flame Reactions in a Motored Engine.” 





New book gives detailed information 
about Du Pont Fuel Oil Additive No. 2 


DuPont 

FOA-2 is 

probably the 

most versatile 

of all fuel oil 

additives. Its 

wide range of 

applications 

includes 

home heat- 

ing, residual, 

and diesel 

fuels of all 

grades ‘ 

for railroad, 

marine, truck, tractor and stationary 
engines. It has also been found to be 
highly effective for cleaning heat ex- 
changers and sludge-laden tanks. 

To help refiners benefit fully from 
FOA-2 in all these applications, we 
have just published a comprehensive 
24-page book about it. All the basic 
information you will need is included 
—composition and properties, use con- 
centrations, handling and additive 
methods, performance testing, and a 
discussion of the quality of FOA-2 in 
all its applications. The book is fully 
illustrated with photographs, charts 





and diagrams; a copy is yours for the 
asking. Just write our nearest sales 
office. 


SALES OFFICES 


Chicago 3—8 So. Michigan Ave. RAndolph 6-8630 
Cleveland 15—25 Prospect Ave. SUperior 1-1363 
Denver 2—510 Mile High Center Bidg. AComa 2-2347 
Houston 2— 

705 Bank of Commerce Bidg. CApitol 5-1151 
Los Angeles 17—612 So. Flower St. MAdison 5-1691 
New York 20— 

1270 Ave. of the Americas COlumbus 5-2342 
Philadelphia 2—3 Penn Center Plaza. LOcust 8-3531 
Pittsburgh 22—1 Gateway Center. ATlantic 1-2933 
San Francisco 4—111 Sutter St. EXbrook 2-6230 
Seattle 3—4003 Aurora Ave. MElrose 6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 
In Canada—Du Pont Company of Canada (1956) Lim- 
ited, Petroleum Chemicals, 85 Eglinton Ave. East, 
Toronto 12—Ontario . PS HUdson 1-6461 
in Other Countries—Organic Chemicals Department, 
Export Division, 7447 Nemours Bidg., Wilmington 
98, Del., Olympia 4-5121, Ext. 2962. 





REG. U. 5. PAT. OFF 


Better Things for Better Living 
.+« through Chemistry 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. du Pont de Nemours & Company (inc.) 
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eye-Catching 
containers 


from 


Above are two examples of the kind of attractive decorated containers coming out of US Steel 
plants today. Containers like these help advertise and sell the products they carry. Why not 
get this US Steel service for your business? Simply tell your USS representative the colors 
and type designs you want. 


Profit from all 5 of these US Steel extras, too: 
@ Widest container variety—from 2'/2-gal. pails to 55-gal. drums, including stainless. UNITED STATES STEEL PRODUCTS 


© Best rust protection — more zinc phosphate on every USS rust-inhibited container. 
@ Job-tailored fittings — a wide selection of fittings to choose from, others available DIVISION 
to order. UNITED STATES STEEL CORPORATION 


@ Prompt container delivery — a 7-point factory system gives you next-door serv- 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


ice anywhere — any time. los Angeles and Alameda, Calif. * Port Arthur, Texas 
@ Longer container life—extra zinc phosphate gives your containers a safer, longer life. Chicago, Ill. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


USS STEEL DRUMS © 
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Approved by most of the 


major oil companies 


OSCAR PHILLIPS COMPANY 


9701 READING RD. CINCINNATI 15, OHIO 











Meyer: He started the hard way 


Engineering helps him 


DICK MEYER, incoming president 
of Empire State Petroleum Assn., 
thinks there’s nothing like an engineer- 
ing background—he’s a civil engineer 
himself—to help you over the rough 
spots. 

By training, an engineer can look 
at both sides of the coin, he says, 
without letting emotions sway him. 
And an engineer knows what to look 
for, how to assess the pros and cons 
before making a decision and before 
putting projects into operation. 

Comes in Handy—Meyer admits he 
falls back on his engineering back- 
ground to cope with problems thai 
come up to him as top man of Mid- 
Hudson Oil Co., a branded heating 
oil distributor (4,500 accounts) and 
a private-brand gasoline jobber for 
commercial-farm accounts. Head- 
quarters, appropriately, are at the 
edge of the Hudson River at Pough- 
keepsie. 

The new ESPA president got his 
working introduction to the oil in- 
. dustry the hard way. As a novice 
engineer fresh out of Union College, 
Schenectady, N. Y., in 1923 Meyer's 
first job was with a construction gang 
building the Bear Mountain Bridge 
across the Hudson. “I was grease 
monkey to a lot of construction equip- 
ment. It was my job to see that it 
was properly greased and oiled,” 
Meyer says. 

Separate Ways—For a while it 
looked as if the oil industry and 
Meyer could get along without each 
other. Meyer was replaced as a grease 
monkey and shipped down to the con- 
tractor’s main office in New York 
City. In 1925, he went to work as 
an engineer for the Westchester Light 
Co. 

Three years later, Meyer was back 
in the oil business. With friends, he 
started up a private-brand gasoline 
jobbership in Westchester County. It 
had more than 40 stations selling Ben- 


zolene gasoline when Meyer and 
friends sold out to Pan-American Pe- 
troleum in the early 1930's. 

A short time later, in 1935, Meyer 
started his own business in Pough- 
keepsie, the same one he heads today. 

On The Go—Meyer keeps busy, 
for in addition to his own company, 
he’s active as a Rotarian, a member 
of the advisory board of a bank, 
hospital trustee, county agricultural 
society. “Everyone”, he says, “should 
contribute his talents to the improve- 
ment of his own community without 
considering business advantages”. 

And a busy man needs to relax, 
to take it easy. Meyer’s hobby is fox- 
hunting. Twice a week from Septem- 
ber to March, Meyer is master of 
the fox-hounds at Roundout Hunt in 
near-by Clinton Hollow. 

He likes this sport for several rea- 
sons, says “it’s the next best thing 
to playing polo” (which he did in his 
younger years). “It’s good exercise, 
the best in fact,” Meyer adds. The 
object is not to catch the fox so 
much as to develop a good pack of 
foxhounds. And Meyer likes dogs. 

When it’s not fox hunting time, 
Meyer takes to the golf course. His 
score, he says, is in the high 80's. 


News Notes... 





Smith 

Donald J. Smith, president of Amer- 
ican Oil Co., has retired at 65. 

He was elected president of Pan 
American Petroleum & Transport in 
1947 and became president of Ameri- 
can Oil in 1954, when Pan American 
was merged into Standard Oil Co: 
(Indiana) and American was its suc- 
cessor company. Smith’s immediate 
plans call for an extended vacation 
in Europe. 

L. W. Moore, former executive vice 
president, moves up to the presidency. 
In 1949 he was elected president of 
Pan American Refining Corp., in 1953, 
first vice president of Pan American 
Petroleum & Transport, and executive 
vice president of Amoco after the 
merger in 1954. 

* 


August, 1957 * NATIONAL PETROLEUM NEWS 


About Oil People 


James N. Car- 
ney is Amoco’s 
new general man- 
ager of sales, suc- 
ceeding Hugh E. 
Jackson, who died 
recently (see 
Deaths p. 205). 
For the past seven 
years, Carney has 
been regional 
sales manager for 
the north central 
region covering parts of Pennsylvania, 
Maryland and southern New Jersey. 
Formerly headquartered in Baltimore, 
Md., Carney has moved up to the 
home office in New York. 

2 

Roderick Nourse, administrative as- 
sistant to the vice president in charge 
of marketing for American Oil Co., 
has retired after more than 27 years 
of company service. Nourse, who 
entered the oil industry 43 years ago, 
moved up through a series of sales 
positions, was appointed assistant to 
the general sales manager in New 
York in 1940, and took his most re- 
cent position in 1949. 


Carney 


a 

Andrew Nelson, regional manager 
of the Shell Oil Co. in Utica, N. Y., 
has been elected president of the 
Mohawk Chapter, National Sales Ex- 
ecutives Club. 

e 

Roy L. Compton was recently ap- 
pointed manager of the asphalt de- 
partment of Frontier Refining Co., 
succeeding John J. Shelly, who has 
been transferred to the home office 
of the parent company, Ashland Oil 
& Refining Co. 

a 

National Oil Jobbers Council elected 
two new directors at the recent meet- 
ing: O. N. Pederson, Pederson Oil Co., 
Kilgore, Tex., and J. H. Williams, 
J. H. Williams Oil Co., Tampa, 
Florida. 

= 

The Grand Rapids Oil Men’s Club 
has installed new officers: Truman H. 
Gish, Muskegon, president; John Fo- 
ley, Grand Rapids, vice president; 
Patrick L. Hassett, Muskegon, secre- 
tary, and Edward L. Stimpson, Grand 
Rapids, treasurer. 

* 

H. S. Dickson has been appointed 
administrative vice president of Em- 
pire Petroleum Co., Denver Colo. New 
sales manager is Harold K. Johnston, 
who was formerly in charge of asphalt 
sales for Ohio Oil Co. 

e 
(Continued on page 198) 
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Purolator Air Filter 


id Sy Mbit AONB POR gn 
met : 


IMPERIAL PLYMOUTH 


Purolator Air Filters open a 
great new sales market that 
covers the complete 1957 
Chrysler and Ford line! 





Now you and your dealers can really 
begin to cash in on extra sales and profits 
with Purolator Air Filters . . . extra busi- 
ness you’ll both enjoy over and above 
present oil filter volume. 


That’s because, right now, most 1957 


Chrysler and Ford cars—10 makes in all 
—are just about due for a Purolator Air 


Filter replacement. Changing Dry Air Filters 
Be sure your dealers have an ample is clean and easy! 


stock of Purolator Air Filters on hand— 
ready to capture their share of the new- No messy rags—no need for a gasoline bath. 
est, fastest growing profit opportunity Simply lift out the old filter, insert the new one 


in filter sales. ... and the job is done. 








Business 
ts on the road—INOW ! 


ee 
. . a 
* 








CONTINENTAL THUNDERBIRD MERCURY 


. From shop data to 
promotional aids— 
Purolator has it all 





‘ 


And it’s made-to-order for 
building the “come again”’ 
sales volume that’s like money 
in the bank. 


Be sure your dealers get 
and use the whole Purolator 
Air Filter sales package. 


PUROLATOR PRODUCTS INC. 
Rahway, New Jersey 
Toronto, Ontario, Canada 


LJ 


a What a team to clean up with! 


[= PURQOLATOR 


“Purolator” Reg. U. 8. Pat. OF. OIL AND AIR FILTERS 








About Oil People 


NEW TO National Oil Jobbers Council 
are these two state secretaries—George L. 
Watters (left, Nebraska Petroleum Mar- 
keters, and Harry T. Hudson, executive 
secretary and Counsel of Oklahoma Oil 
Jobbers Assn. Watters succeeded the late 
Herbert H. Hahn. Oklahoma was admit- 
ted to NOJC during the groups June 
meeting. 


NOJC Goes to D.C. 


MANY WIVES accompanied their jobber 
husbands to Washington for the NOJC 
meeting in mid-June. Looking out on the 
pavilion of the Shoreham Hotel are Mr. 
and Mrs. Roger O. MacDonald, Bennett 
Oil Co. (Socony), Denver, Colo. 


IN A TERRACE tete-a-tete are Mr. and 
Mrs. Hardin Kimrey. He’s from Samp- 
son-Bladen Oil Co. (Pure), Clinton, N.C. 


198 


(Continued from page 195) 


Monroe J. Rathbone, president of 
Standard Oil Co. (N. J.), is president 
of the board of trustees of Lehigh 
University, his alma mater. 


Frank L. Grimm, president of 
O’Boyle Tank Lines, Washington, 
D. C., has been elected president of 
National Tank Truck Carriers. 


J. R. Owen, formerly Carter Oil 
Co.’s merchandising and TBA mana- 
ger at Denver, is the new sales 
manager for Speed Oil Co, Talla- 
hassee, Fla. a marketing subsidiary of 
Bay Petroleum Corp. 


Tidewater Oil Co. has created two 
new positions as part of its reorgani- 
zation of the eastern marketing de- 
partment (NPN, July °57, p 111). 
Robert M. Metcalfe, former retail 
sales manager, has been appointed 
dealer and distributor sales manager, 
and Rush F. Carrier, former distrib- 
utor sales manager, becomes dealer 
and distributor relations manager. New 
divisional assignments are: William M. 
Grass, marketing assistant to the divi- 
sional marketing manager; Edward R. 
Kendrigan, operations manager; Sam- 
uel H. Crymble, distributor sales 
supervisor; Eric O. Dahl, fuel oil and 
speciality products sales supervisor, 
and Wilbert B. Dubin, automotive 
lubricants sales supervisor. Changes in 
the field districts are: Arthur W. 
Barrell, named New York district sales 
manager; Joseph A. Carelli, New 
York district sales assistant; Joseph 
M. Jerome, assistant to the New York 
district marketing manager; Donald Y. 
McCoy, New England district sales 
manager, and J. Carl Murphy, New 
York district service station planning 
supervisor. 

* 


Harry A. Baldwin, vice president 
of Arrow Petroleum Co., has been 
elected president of the Chicago Gas- 
oline Jobbers Assn. He succeeds P. R. 
Crippen, Jr., Apex Motor Fuel Corp., 
who has headed the association since 
its organization in 1947, 


H. F. Tomfohrde, Jr., has been 
appointed manager of the newly cre- 
ated transportation and supply depart- 
ment for the eastern division of Tide- 
water Oil Co. He will direct the oper- 
ations of the departments of marine, 
traffic, bulk terminal planning, pur- 
chasing, inventory control, Tide 
Water Pipe Co., Ltd., engineering and 
building maintenance, and the pipe- 
lines section. Formerly manager of 


the divisional lubricants supply de- 
partment, Tomfohrde will be suc- 
ceeded by Leonard W. Doolan, Jr., 
supervisor of the process section in 
lubricants supply. 


Joseph C. Donato is taking on 
the new post of manager of the 
Boron Oil Co., a marketing subsidiary 
of Standard Oil Co. (Ohio). He will 
be headquartered in Newport, Ky. 
Formerly dealer sales manager of 
Sohio’s Columbus sales division, Don- 
ato will be succeeded by Robert J. 
Tracy, formerly in the Portsmouth 
sales division’s retail sales. 


Leo J. Wilmeth, formerly sales 
manager of Shamrock Oil & Gas 
Corp., is now vice president in charge 
of sales. Two others, J. Woodward 
Martin and Don B. Greve, moved up 
from assistant sales managers to sales 
manager of LP-Gas and refined prod- 
ucts, respectively. Cecil Ballard, for- 
mer traffic manager, becomes assistant 
sales manager for refined products. 


William R. Kel- 
ly, assistant man- 
ager, marketing 
development, and 
sales promotion 
manager for the 
Sinclair Refining 
Co., has been pro- 
moted to assistant 
district manager 
of Sinclair’s 
Southwestern dis- 

Kelly trict, covering 
Texas, Oklahoma, Arkansas, New 
Mexico and Louisiana. Headquarters 
have shifted from New York to Fort 
Worth. R. H. Askin, manager of the 
TBA department, was named to suc- 
ceed Kelly as sales promotion man- 
ager. 

e 


J. W. “Win” Miller has been named 
assistant to the president of Union 
Oil Co., of California. He was 
formerly executive vice president of 
Brea Chemicals, Inc., a Union sub- 
sidiary and had spent 20 years in 
Union’s marketing division. The com- 
pany also announced the appointment 
of Harry M. Schafer as manager of 
supply, a new position. He will be 
responsible for the purchase of crude 
oil and petroleum products to supple- 
ment the company’s own production. 
Schafer was formerly manager of dis- 
tribution for the Southwest marketing 
territory. 

L. G. Sanderson has been trans- 
ferred from Salem, Ore., to Seattle, 


(Continued on page 202) 
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Whiteway’s NEW and vastly different RAPID-START 
HI-LUME, with its “wrap around” lense, gives brilliant 
lighting not only on island, but also to surrounding area 
and on station-building. ALL-ALUMINUM construction, 
with a Support Channel of Armco aluminized steel . . . 
providing all the protection of aluminum, plus the 
strength of steel! Each lamp has its own individual re- 
flector for maximum light reflection. Decorative, heavy 
cast aluminum end plates give added strength and dura- 
bility. The use of White Urea spring-loaded, double-re- 
cessed lampholders result in constant contact with lamps 
. . . eliminates lamp blackout due to such causes as vibra- 
tion, corrosion, and improper clearance. Special knockout 
plugs permit spot lighting to be fastened to main struc- 
tural channel, not to just the sheet metal housing. It's 
difficult to believe that such a premium quality fixture can 
sell for such a low price! 


@ Basic lengths of 4-6-8 feet available. Your exact requirements 
available in odd lengths, such as 6-10-14 feet. 

@ NEW “wrap-around” extruded Plexiglas hinged doors. 

@ Fully adjustable post mounting brackets. No post center dis- 
tance needed with order—no measuring or drilling on job 
WHITEWAY lights are made to fit, regardless of your require- 
ments. 

@ Underside maintenance. All maintenance can be accomplished 
by opening the hinged doors. 

One-piece die-formed top housing eliminates possible water 
leakage into interior of electrical circuits. 
Extruded rubber gasketing around entire perimeter of hinged 
doors. Dirt, weather and insect resistant. 
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WHITEWAY’S NEW HI-LUME PUTS 
THE LIGHT ON YOUR BUSINESS— 











Se? GENERAL 


PROVED OVER 
MILLIONS OF MILES 


Pacific Intermountain Express, Oakland, Cal. Reames ° Transcon Lines, Los Angeles, Col. 
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AIR SPRINGS 


on new equipment for 
bigger payloads ...lower costs 
and maximum cargo protection! 


From coast to coast, thrift-minded 
fleet owners daily are counting the 
welcome savings in maintenance and 
operating costs made possible by de- 
pendable General Air Springs. 

On trailers and tankers alike, 
General Air Springs are engineered to 
cushion all-type loads and equipment 
against damaging road shocks and 


vibration, provide more payload space 
for bigger profits. 

In addition, General Air Springs 
keep loads at an even keel, doors 
tightly sealed against outside elements. 

You too, can reduce costs and in- 
crease profits with General Air Springs. 
Order today for new equipment or 
plan to convert your present units. 


Complete suspensions with 


GENERAL AIR SPRINGS 


are immediately available from: 


tx Homan & Company, Incorporated, Cincinnati, Ohio 
te Neway Company, Muskegon, Michigan 

% Krause Corporation, Hutchinson, Kansas 

te Spencer-Safford Loadcraft, Inc., Augusta, Kansas 
3% Trucktor Corporation, Mountainside, New Jersey 

% Youngstown Stee! Car Co., Niles, Ohio 
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About Oil People 


(Continued from page 198) 

Wash. as retail representative. James 
R. Bagley, formerly salesman at 
Tacoma, Wash., has been transferred 
to the Northwest territory sales serv- 
ice office in Seattle. He will be in 
charge of regional sales promotion for 
crude oil, diesel, heating oils and 
asphalts. 





e 

Merwin Sheketoff of American 
Coal Co., has been renamed president 
of Hartford Better Home. Heat Coun- 
cil. Other officers include Donald P. 
Butler, of W. C. Mason Co., vice 
president; Robert Lynch Jr., of New- 
gate Oil & Coal Co., secretary; and 
Bertrand Foley, of Mercury Oil Co., 


treasurer. New members of the board 
are Bruce Rackliffe of Parkville Coal 
Co., E. T. Bantly of Bantly Oil Co., 
and Lawrence Davis of Davis & 
Daggett Co. 
e 
Heber Jones, Conoco commission 
agent in Payson, Utah, retired last 
winter from business, but not from 
work. Since retirement, Jones has been 
mayor of the town. His son, Bryce 
Jones, took over the agency. 
& 
W. D. Williams, general manager of 
J. E. Kunkel, fuel oil distributors in 
Upper Darby, Pa., has been elected 
general chairman of the newly formed 
Oil Heat Council operating in South- 
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Emergency Valves. 





























Bulk Plant Fire Losses can be 
minimized by the installation 
of Morrison Escapement and 


PROTECT YOUR BULK PLANT NOW. 


Details furnished on request. 
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MORRISON BROS. COM PANY 


OlL EQUIPMENT 


sv Oy &. 


HEADQUARTERS 
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eastern Pennsylvania, South Jersey 
and Delaware. Williams is a _ vice 
president of the Greater Philadelphia 
Fuel Conference out of which the new 
organization grew. 


L. T. White and Thomas DeBow 


| have been elected vice presidents of 


Cities Service Petroleum, Inc. White, 
a director of the company and mana- 
ger of business research and education, 
has been with Cities Service since 


| 1915. DeBow, chief of advertising and 


news for the parent concern, Cities 
Service Co., also becomes a director. 


* 

Wilfred H. Hall 
has been named 
assistant to the 
vice president of 
Pocahontas Fuel 
Co., Inc., of Sal- 
em, Mass. In his 
new post, Hall is 
assistant to Hor- 
ace E. Davenport, 
vice president of 
the New England 
Division of the 

company. 
om 


Hall received early experience in 
the retail fuel business in Salem, 
Mass., working up from the installa- 
tion of heating equipment to general 
manager. 

Two years ago, Hall interrupted his 
business career to attend Harvard 
School of Business Administration, 
and was graduated in June with a 
master’s degree. His new job with 
Pocahontas Fuel foliowed the end of 
his two-year course. 


Vincent J. Harder is now sole owner 
of the Dennis Petroleum Corp., Rich- 
field Oil Corp. of New York distrib- 
utor in Tonawanda, N. Y. Harder had 
been general manager of Dennis for 
many years. 


e 
Stephen Gibson has retired as man- 


aging director of Iraq Petroleum Co., 
London, England. G. H. Herridge has 
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THESE MEN tead non. 


They read it for NEWS OF OIL MARKETING. 


It's the OIL MARKETING PUBLICATION they all read. 


Are you SURE they're getting 


your sales story . . . regularly? 





W. J. Fucns, Merchandising Mgr. J. P. Gwaitney Myles F. Hall, Pres. 
Deep Rock Oil Company Gwaltney Oi! Company Como Oi! Company 
Oklahoma City, Oklahoma Durham, North Carolina Duluth, Minnesota 


M. S. Pease, W. M. Sopher, Supervisor Willard W. Wrignt, 
Asst. Divisional Marketing Mgr. Union Oi! Company of California VP in Charge of Marketing 
Tidewater Oil Company Los Angeles, California Sun Oil Company 
San Francisco, California Philadelphia, Pennsylvania 


Nat ional : You Can't Cover The 
Petroleum : Oil Marketing Market 


Miews - without NPN! 


the McGraw-Hill Magazine of OIL MARKETING 
 @ Established 1909. Published monthly 
NPN Factbook published as a 13th issue in May 





* Six of the more than 17,000 NPN readers whose combined purchases of 
petroleum and TBA products total over $10,000,000,000 a year. 
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About Oil People 





(Continued from page 202) 

been selected to succeed Gibson, and 
H. W. Fisher becomes executive di- 
rector with the title of joint managing 
director. 


& 

William L. McKee, executive sec- 
retary of the Vermont Petroleum 
Industries Committee since 1950, has 
retired. His successor is Paul H. 
Guare of Montpelier, former staff 
member of the Montpelier Evening 


Argus. Other PIC changes include: 
J. E. Martin, manager of distributor 
sales in Chicago for D-X Sunray Oil 
Co., named chairman of the Illinois 
group; H. K. Phipps, manager of the 
Central Pipe Lines division of Socony 
Mobile Oil Co., and W. G. Tierney, 
president of the Derby Refining Co., 
elected chairman and vice-chairman, 
respectively, of the Kansas group; 
Thomas J. McGrath, division manager 
for Cities Service Oil Co., named 








service al 
supply the ‘sales organization. 


tacts should 


gate our proposal. 


1717 N. 54th. St. 





ESTABLISH IN PHILADELPHIA 


YOUR BRANCH OFFICE & WAREHOUSE 


AT No Expense To You 
We supply trained personnel and complete facilities to adequately 
your office and warehouse requirements. All you do is 


We area vg of petroleum and TBA distributing firm and our con- 
of invaluable assistance. Charges for our serv- 
ices are extremely reasonable and it would pay you to investi- 


GREENWOOD WAREHOUSING CORP. 


Philadelphia 31, Pa. 














VACATION TIME 
is BOOM TIME 





Canfield VALVE EASE 
UPPER MOTOR LUBE 


and 


Canfield PREMIUM 
HEAVY DUTY MOTOR OIL 


(Solvent Refined—Additive Type) 


To protect their engines during the high temper- 
ature and high speed driving season, car, truck and 


Next to gasoline, 
your biggest and 
best repeat sales 
and profit oppor- 
tunity. 


products. 


tractor drivers everywhere use the fine Ganfield 


Write for further information and prices. 


CANFIELD OIL COMPANY, cutverano 27, ono 


Bulk and Packaging Plants: — 
CLEVELAND, OHIO, CORAOPOLIS, PA., JERSEY CITY, N. 3., MEMPHIS, TENN. 


ASK ABOUT CANFIELD’S COMPLETE LINE OF PETROLEUM PRODUCTS 








chairman and James W. Scanlan, as- 
sistant manager with the Pennsylvania 
Oil Co., vice chairman in Massachu- 
setts; Roy L. Brickey, New York 
division manager for Esso Standard 
Oil Co., and Ralph F. Glock, vice- 
president of Richfield Oil Corp. of 
New York, elected chairman and 
vice-chairman of the executive com- 
mittee of the New York Petroleum 
Industries Committee. 


e 

J. Verne Resek, manager of burner 
division, Cleaver-Brooks Co., Milwau- 
kee, Wis., is now president of Oil- 
Heat Institute of America. 

Vice presidents include Gabe Marin 
of Sun-Ray Burner Mfg. Co., Jamaica, 
N. Y., Stanley Czarnecki of Edding- 
ton Metal Speciality Co., Eddington, 
Pa., and J. Hollis Albert of Oil-Heat 
Assn. of Maryland. Election of Albert 
marks the first time that OHI’s dis- 
tribution division is represented. 


e 
Heber Jones, Conoco commission 
agent in Payson, Utah, retired last 
winter from business, but not from 
work. Since retirement, Jones has been 
mayor of the town. His son, Bryce 
Jones, took over the agency. 
o 
W. D. Williams, general manager of 
J. E. Kunkel, fuel oil distributors in 
Upper Darby, Pa., has been elected 
general chairman of the newly formed 
Oil Heat Council operating in South- 
eastern Pennsylvania, South Jersey 
and Delaware. Williams is a vice 
president of the Greater Philadelphia 
Fuel Conference, out of which the new 
organization grew. 


oe 

Larry D. Sibley of Electronics Corp. 
of America, Cambridge, Mass., and 
Hochstein are new members of the 
executive committee. 

Two new men were added as re- 
gional chairmen and directors of dis- 
tribution division. Joe Berry of North 
Carolina Oil Jobbers Assn., was named 
South Atlantic regional chairman and 
Marvel Wilson of Greater Philadelphia 
Fuel Conference was elected Middle 
Atlantic regional chairman. 

Top men in distribution division 
were elected for another year. They 
include Fred Heaney of New York 
Oil Heating Assn., as chairman of 
division; Tim Loizeaux Sr., of Union 
County N. J.), Eastern vice chairman; 
Bill Raith of OHI of St Louis, Mid- 
west vice chairman; and Henry Auld 
of OHI of Oregon, Far West vice 
chairman. 

° 

Robert E. Preston, manager of 
consumer sales in home office mar- 
keting of Standard Oil Co. (Ohio) in 
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Cleveland, has been promoted to the 
new post of assistant general manager 
of division sales. Salem A. Hart, Jr., 
moves up from manager of consumer 
sales for the Cleveland sales division 
to succeed Preston. John L. Knotts, 
manager of retail sales in the Canton 
sales division succeeds Hart. 

* 

Tom H. Gemlo 
is now assistant 
division sales 
manager for job- 
ber sales for Pure 
Oil Co. It’s a new 
position in which 
Gemlo, head- 
quartered in Min- 
neapolis, will 
head up jobber 
sales for the 
Northwest  divi- 

sion. During his oil industry career, 
Gemlo has been a jobber, salesman, 
sales manager and president of Pe- 
troleum Service since 1928. Petroleum 
Service was bought by Pure from the 
old Barber Co. a year and a half ago 
and has since been absorbed into their 
Twin Cities operations. Gemlo is a 
past president of Northwest Petroleum 
Assn. and Twin Cities Petroleum 
Club. 


Gemlo 


Deaths... 


Hugh E. Jack- 
son, general sales 
manager of the 
American Oil Co., 
died June 12 of a 
heart attack. He 
was stricken while 
on vacation in 
Newport News, 
Va. 

Jackson, who 
was 57, started in 
the oil business in 
1921 with the Virginia Oil and Supply 
Company in Petersburg. He joined 
American Oil in Richmond in 1928 
as assistant division manager. He later 
became sales manager for the com- 
pany’s south central region with head- 
quarters in Baltimore, then moved 
North as sales manager of the north 
central region and sales manager of 
the New York-New Jersey region. He 
became assistant general manager of 
sales in 1953, and general manager 
of sales the following year. 


Jackson 


e 
Barney U. Brown, Sr., died suddenly 
on June 10. He was president of 
Brown & Sons, Anderson-Prichard 
jobbership in Oklahoma City, Okla. 
(NPN-——May ’57, p. 129). 





Installations large or small... tanks above or 
underground . . . space limited or unusual... 
for any budget... there is a Gasboy Electric 
engineered and priced to fit the need exactly 
... Only GASBOY offers ‘“‘all three” . . . savings, 
quality, and performance guaranteed. 


"Seki 


ONE HUNDRED 


Model 100. . . beautiful stream- 
lined full length cabinet style 
. .. 14 GPM belt-driven pump- 
ing unit... the industry's most 
popular pump. Underwriters’ 
approved. 


-_) 


FOR EVERY ACCOUNT 


Let us show you how you'll be 
time, money and satisfaction 
ahead when you use “all three” 
Styles of Gasboy Electrics. 
Twenty madels to choose from. 


Qype 


Series 200 cabinet style 
“Compact” . . . this 12’ 
Square midget performs 
like a giant. All Gasboy 
Electrics deliver a fast 
14 GPM. UL Approved. 


Qn 
COMPACT 


Series 900 offers the maxi- 
mum in all-around economy 
. « . Rugged . . . weather- 
proof... ; 

dependable. 

UL Approved. 


WM. M. WILSON’S SONS, INC. 


LANSDA 
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Coming Meetings 


AUGUST 
Society of Automotive Engineers, national 
West Coast meeting, Olympic Hotel, 
Seattle, Aug. 12-15. 


AGeorgia Oil Jobbers Assn., fifth Man- 
agement Institute, University of Georgia, 
Athens, Aug. 15-17. 


National Congress of Petroleum Re- 
tailers, annual meeting, Sheraton-Gibson 
Hotel, Cincinnati, Aug. 18-23. 


South Carolina Oil Jobbers Assn., annual 
summer meeting, Hotel Fort Sumter, 
Charleston, Aug. 19-20. 


Assn, of Desk & Derrick Clubs, 6th an- 
nual convention, Conrad Hilton Hotel, 
Aug. 30-31. 


SEPTEMBER 


API Oil Information Committee meeting, 
Broadmoor Hotel, Colorado Springs, 
Sept. 5-6. 


AMissouri Petroleum Assn., Fall Frolic, 
Columbia Country Club, Columbia, 
Sept 9. 


ANew York Oil Heating Assn., Hotel 
Delmonico, New York City, Sept. 9. 


Society of Automotive Engineers, national 
tractor meeting and production forum, 
Hotel Schroeder, Milwaukee, Sept. 9-12. 


Packaging Institute, Petroleum Packaging 
Committee, Hotel Guildwood Inn, Point 
Edward, Ontario, Sept. 10-11. 


National Petroleum Assn., 55th annual 
meeting, Hotel Traymore, Atlantic City, 
Sept. 11-13. 


AKentucky Petroleum Marketers Assn., 
fall outing, Kentucky Dam Village, Gil- 
bertsville, Sept 12-14. 


Michigan Petroleum Assn., Hotel Grand, 
Mackinac Island, Sept. 13-14. 


Ohio Petroleum Marketers Assn., fall 
convention, Commodore Perry Hotel, 
Toledo, Sept. 18-19. 


AGeorgia Oil Jobbers Assn., fall con- 
vention, Ralston Hotel, Columbus, Sept. 
20-21. 


Independent Oil Compounders Assn., an- 
nual meeting, Hotel Carter, Cleveland, 
Sept. 22-24. 


Pennsylvania Petroleum Assn., annual 
meeting, Pocono Manor Inn, Pocono 
Manor, Sept. 22-24. 








SAVE 4 WAYS WITH 























FOR DIESEL 
AND GASOLINE 
ENGINES 








KIM Hotstart keeps engines warm at night. 
It is a lightweight pre-heater that is plugged 
into the electric circuit. KIM draws off cold 
water from the engine, heats and circulates 

it through the engine. KIM’s use ends 


cold starts, and cuts winter repair bills. 


Thousands in use. 


SEE YOUR AUTOMOTIVE SUPPLIER OR 


WRITE FOR LITERATURE. 


KIM HOTSTART MANUFACTURING COMPANY 
West 917 Broadway, Spokane 1, Washington 


4 MODELS 
EASY TO 
INSTALL 





American Society of Mechanical En- 
gimeers, annual petroleum mechanical 
conference, Tulsa, Sept. 23-25. (Hotel 
not available at publication) 


Florida Petroleum Marketers  Assn., 
Hotel Fountainbleu, Miami Beach, Sept. 
26-27. 


Western Petroleum Refiners Assn., Rocky 
Mountain Area meeting, Henning Hotel, 
Casper, Wyoming, Sept. 26-27. 


Gasoline Pump Manufacturers Assn., an- 
nual Fall conference, Del Monte Lodge, 
Pebble Beach, California, Sept. 29-Oct. 
4, 


OCTOBER 


American Society of Lubrication Engi- 
neers, annual meeting, Royal York Hotel, 
Toronto, Ontario, Oct. 7-9. 


American Petroleum Credit Assn., 23rd 
annual conference, Mark Hopkins Hotel, 
San Francisco, Oct. 13-16. 


Alndiana Independent Petroleum Assn., 
annual meeting, Hotel Severin, Indian- 
apolis, Oct. 16-17. 


API Division of Marketing, marketing 
research committee meeting, Camelback 
Inn, Phoenix, Oct. 16-20. 


Virginia Petroleum Jobbers Assn., Hotel 
Roanoke, Roanoke, Oct. 17. 


West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 17. 


Tennessee Oil Men’s Assn., annual meet- 
ing, Peabody Hotel, Memphis, Oct. 17-19. 


Virginia Oil Men’s Assn., Hotel Roanoke, 
Roanoke, Oct. 18. 


AEmpire State Petroleum Assn., Lake 
Placid Club, Lake Placid, Oct. 20-22. 


National Assn. of Oil Equipment Jobbers, 
annual convention, Hotel Peabody, 
Memphis, Oct. 20-22. 


North Carolina Oil Jobbers Assn., annual 
fall convention, Grove Park Hotel, Ashe- 
ville, Oct. 20-23. 


Nebraska Petroleum Marketers, annual 
meeting, Hotel Paxton, Omaha, Oct. 
22-23. 


Western Petroleum Refiners Assn., El 
Dorado area meeting, Rufus Garrett 
Hotel, El Dorado, Arkansas, Oct. 24-25. 


Independent Petroleum Assn of America, 
annual meeting, Statler-Hilton Hotel, 
Dallas, Oct. 27-29. 


National Lubricating Grease Institute, 
annual meeting, Edgewater Beach Hotel, 
Chicago, Oct. 28-29. 


Packaging Institute, 19th annual forum, 
Hotel Statler, New York City, Oct. 28-30. 
More October meetings next month 


A New listing ‘ 
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DISPLAYED RATE 
The advertising rate is $17.50 per inch for Equipment 
and Business Opportunity advertising appearing on 
other than a contract business, 


EMPLOYMENT OPPORTUNITIES 


The rate is $23.40 per inch. Subject to Agency 
Commission. 


Send NEW 
NATIONAL PETROLEU 
August Issues closes July 10th. 





Replies (Box No.): Address to office nearest you 
*/e Hs pulse ication Classifie wh Div. 
NE P. O. Box 12 (36) 
CHIC. NGO. S30 N. Michigan hy (11) 
SAN FRANCISCO: 68 Post St. (4) 


EMCO MENT || 


——— SELLING OPPORTUNITIES OFFERED = 


Salesmen now calling on oil and gas trade 

wanted to show our promotion line of low- 

priced Flashlights. Liberal commissions prompt- 

ly paid. Terrific size orders taken. Samples not 

ee er Phillips Co., Box 68-NP, Barry- 
ich. 











Pp 
” bashground and 
ational Petroleum 


MENT sts 


SS FOR SALE 


For Sale: One 1948 Heil 4800 galion, 4 ¢com- 
partments. Tandem Axle Trailer, Full skirted. 
$1675.00. C. H. Miller, 325 N. 4th Street, Zanes- 
ville, Ohio. 


in confidence, wtatlien 
lines. RW-5528, 





1947 Fruehauf Tandem Petroleum Transport, 
air brakes, 10000x20 tires, 6000 gallon, 5 vom- 
—_ Telescopic Landing Gears. Free De- 
ivery up to 350 miles, photos available. Riedy- 
Manner Truck Equipment Corp., 809 Suramit 
St., Toledo, Ohio, Phone CHerry 8-6441 


AN ADVERTISING INCH is measured % inch vertically on one 
column, 3 columns—30 inches—to a page. 

ADS or Inquiries to Uy Advertising Division, 
rom NEW’, 





CLASSIFIED = 


UNDISPLAYED RATE 
$1.80 a line. Minimum 3 lines. Box numbers count 
one additional line. 


POSITION WANTED. Undisplayed rate is one half 
of above rate, payable in advance. 


DISCOUNT of 10% if full payment is made in ad- 
vance of four consecutive insertions of undisplayed 
ads. 


. O. Box 12, New York 36. 





For Sale—Major brand jobbing businesses in 
Wisconsin as follows: (1) City of 53,000. In- 
cludes 2 station, bulk plant & all equip. Price 
$55,000. (2) New station, bulk plant & all 
equip. Gross profit $30,000. Requires $29 0 \u 
down payment & in. (3) Gallonage 832,125 with 
net profit of $17,921. Includes station, bulk 
plant & all equip. $27,000 required for down 
payment and inv. (4) Net Profit $12, 560. In- 
cludes bulk plant, station and all equip. Re 
quires $17,000 for down payment and inv. ({ 
Bulk plant, trucks and all equip. with 5 dealers. 
Very profitable. Full price $19,000. In Illinois 
—(1) Sales $203,148, gallonage 836,938, gross 
profit $30,380. Requires $21,000 for down pay- 
ment and inv. (2) Bulk plant, 2 stations, 2 
modern homes and all equipment for $87,000. 
Exceptional value in good farming area. (3) 
Ten year lease on bulk operation with 2,500,000 
gallons of products. You purchase equipment. 
$35,000 will handle terms and inv. Earnings are 
high. Write for details on any one of these fine 
businesses. Petroleum Realty, 3230 University, 
Madison, Wisconsin. 


| BUSINESS OPPORTUNITIES, 


Bulk Oil Plants Propane Gas Piants—Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd, Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 8, Minnesota. 








For Sale—Major Brand Bulk Oil Jobbing Busi- 
nesses in Wisconsin and Illinois. Each is show- 
ing a substantial net profit and all have excellent 
potential. Write for information, M. Putnam, 
Petroleum Realty, 3230 University Madison, Wis. 


New Private Brand Service Station in Charleston, 
a. Area—500 ft. frontage on U.S. 60. 9 
Soaiee Reply: P.O. Box 236, Chesapeake, Ohio. 





3 compartment 
(1) &250 gal, 5 ept Heil, Meter 
Hackett Co., 1400 nsas Avenue, 


- priced 
ect. Bruce 
Kansas City, Kansas. MAyfair 1-2363. 


(1) 6500 ant 1952 Butler 
r 





punS008 guiten 4 tank trailer with 
meters. —3600 gallon, 6-compartment, single 
axle oul trailer. Bruce E. Hackett Company, 
1400 Kansas Avenue, Kansas City, Kansas. 
Phone: MAfair. 1-2363. 


For Sale—1951 Ford 1'/ ton chassis with 850 
gallon, 4 compartment skirted tank. Power 
take off pump, meter with printer, electric reel 
with 100 ft. 1%” hose. Thomas V. Costello, 
Gulf Jobber, Lima, New York. 


Tank Truck—1949 Federal. Five ments, 
double bulk head, 1840 gallon. Two inch Neptune 
Ticket automatic stop meter. Hanna Electric 








5556 Vine St., Cincinnati 17, Ohio. 


STEEL STORAGE TANKS 


Railroad Tank Car Tanks 








Hose Reel (125 feet). Wire or call =, Co., 
AVon 1-6300. i 








PROFESSIONAL SERVICES 








PROPANE GAS PLANTS 


ANHYDROUS AMMONIA PLANTS 
Designed and Installed 


PEACOCK CORPORATION 
Box 268, Westfield, N. J. 











FOR SALE: 


FORD F-8 TRACTOR AND 3900 GALLON 
GASOLINE TRAILER. ALSO TWO 3” SMITH 
METERS. READY TO GO! CALL NEW 
JERSEY, HAWTHORNE 7-1000. 





TANK 
CLEANING 
PROBLEM? 


Expert cleaning and repairing of 
gasoline, oil and other storage 
tanks, anywhere in the world. 


* Modern Safety Equipment 


* Specially Formulated Chemi- 
cal Cleaning Compounds 


* Fully Insured 
* Over twenty years’ experience 


* On preferred list of Du Pont 
and Ethyl Corporations 


SURVEY—ENGINEERING— 
RECOMMENDATION OF PROCEDURE 


UNITED TANK 
CLEANING CO., INC. 


Box 84N, Boston 31, Mass. 
Phone: Fairview 5-5554 











USED TANK 
TRAILERS 
For Sale or Lease 


First Offering! Used aluminum trailer tanks ca- 
pacities 7,600 to 7,980 gallon. New tires. Priced 
from $7,900.00. Also steel tandem units 6,300 to 
7,200 gallons. From $2,775.00. Contact Butler 
Manufacturing Company, 900 Sixth Avenue, S.E., 
Minneapolis, Minnesota. Telephone FEderal 3-111. 
Kansas City Area. Steel tandem units 5.000 to 
5,500 gallons. From $1,850.00. Also anhydrous 
ammonia and propane trailers located in Texas. 
Contact Butler Manufacturing Company, 7300 East 
13th Street, Kansas City 26, Missouri. Telephone 
BEnton 1-7400. 


Birmingham A Steel tandem units, 
5,200 to 5,600 ‘eee. Priced from 
tact Butler Manufacturing C 

Ensley, Birmingham 
6-5181. 


capacity 
Con- 


ompany, 931 Avenue 
8, Alabama. Telephone 


New vom ‘~~ Bm trailers 5,100 to 
6,500 gal Priced from $2,275.00. 
Contact’ Cutler Manufact ing Company, Suite 602, 
103 Park Avenue, New York 17, New York, Tele- 
phone MUrray Hill 3-9473. 


Chicago Area. Steel tandem units, ory 
5,200 to 7,440 gallons. Priced from $2,100.00. 
Contact Butler Manufacturing Company, Suite 1100, 
3414 WN. Harlem Ave., Chicago 34, Illinois. Tele- 
phone NAtional 2- 7171. 








FOR SALE 


1—2800 gallon 2 axle Autocar cab over engine 
1—4000 gallon 3 axle Autocar cab over engine 
1—4400 gallon 3 axle White cab over engine 


PHONE Plaza 6-447] P. O. BOX 826 
SOUTH LEONARD STREET EXT. 
WATERBURY, CONNECTICUT 
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USED-STEEL 


FUEL OIL STORAGE TANK 
20,000 Gallons Capacity 
12 ft. Diameter, 32 Ft. Long 
ACME IRON & METAL Co. 
15725 Saranae Read, Cleveland, Ohio 
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TOKHEIM 


NOW AVAILABLE IN & SIZES 


2 


SERIES 60-E 
SUBMERGED 
PUMP 
3-1/2 H.P. MOTOR 
200 G.P.M. 
CAPACITY 


3 


SERIES 72-E 
SUBMERGED 
PUMP 
1/2 H.P. MOTOR 
40 G.P.M. 
CAPACITY 


SERIES 55-E 
SUBMERGED 
PUMP 
3/4 H.P. MOTOR 
60 G.P.M. 
CAPACITY 


4 


SERIES 70-E 
SUBMERGED 
PUMP 
1/3 H.P. MOTOR 
25 G.P.M. 
CAPACITY 


You fton’t need a sledge to drive a roofing 
nail, and you can’t drive a spike with a 
tack hammer. Your equipment should fit 
the job. In submerged pumps Tokheim 
now provides the right size for every re- 
quirement from the smallest to the largest 
station. The three smaller pumps can be 
installed in a minimum 34" tank open- 
ing. The Series 60-E requires a minimum 
6” opening. All four pumps are the ex- 


There is no substitute 
for TOKHEIM QUALITY! 


OKHEIM 


tractor-type and can be installed or re- 
moved through very small manhole open- 
ings. Design of all models is similar to the 
famed Model 55 which has proved re- 
liable in field service for more than eight 
years. A properly selected Tokheim Sys- 
tem saves on original cost, installation 
and maintenance, and gives more effi- 
cient service. Call your Tokheim repre- 
sentative for a demonstration today! 


Write for bulletin! 
Model 300-RC Pedestal 
TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
FORT WAYNE 1 SINCE 1901 INDIANA 








GASOLINE PUMPS 


Subsidiaries: Tokheim N.V., Leiden, Holland — GenPro, Inc., Shelbyville, Ind. 
Factory Branch: 475 Ninth Street, San Francisco 3, California 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ont. 
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GASOLINE 


SYSTEMS ::: 
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METER SYSTEMS, INC,, Erie, Pennsylvania 


Dallas | Kansas City, Mo. New York 
Denver bee Angeles Oakland, Calif. 
Detroit |= Minneapolis Philadelphia 
Erie New Orleans Seattle 





